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Rough Proofs 


A big rubber company was re- 
ported to have “announced” a loss 
of $8,000,000 for 1931. Before mak- 
ing this announcement they should 
have disconnected the loud-speaker. 


| | 


The poetry business has been de- 
pressed, along with other commer- 
cial enterprises, but there has been 
a marked revival since Old Gold en- 
tered the market. 


vgvey¥ 


Some economist ought to be able 
to prove that when advertisers be- 
gin publishing poetry, the situation 
can’t possibly get any worse. 


~~. ©! 


A contestant in a recent prize- 
award competition insists that the 
manufacturer’s advertising consti- 
tuted a contract with the public. Of 
course, she should have known that 
advertising contracts are subject to 
cancellation. 


7 ¥ F 


This particular contest consisted 
of making up as many three-lettered 
words as possible from the trade- 
name, “Phillips Milk of Magnesia.” 
One of the words that everybody 
found was “sap.” 


7 ¥ F 


Mark Wiseman insists that adver- 
tising is simply “the commercial re- 
sponse to curiosity about the results 
of national inventiveness.” The next 
coupon-clipper who hears that will 
be very much taken aback. 


* FF 


The thing that protects advertis- 
ing is that those who are influenced 
by it are seldom conscious of the 
mechanics of the operation. The 
minute they begin to psychoanalyze 
advertising, the stuff’s off. 


vv¥eeyV 


Arthur K. Barnes, the new direc- 
tor of advertising of the Armstrong 
Cork Company, can prove that he 
started in the business at the bot- 
tom by pointing out that his first 
assignment was in the flooring di- 
vision. 


, V F 


A Milwaukee newspaper discusses 
the business situation and refers to 
“vicarious employment.” The writer 
of the editorial evidently had his 
dictionary read vicariously. 


7" 3 


“Vicarious employment” is the 
sort which most of us hope to ar- 
range for after the stock market 
comes back—as, if and when. 


7, 7 F 


The advertisements these days vie 
with the news columns in presenting 
uncounted pictures of beautiful mer- 
maids. But why can’t they picture 
a beautiful mermaid without show- 
ing her feet? 


7 ' 


Roy Peed has discovered two 
schools of thought in the automobile 
advertising business—one puts the 
Picture at the top, and the other 
Places it at the bottom. And one 
describes the car as “marvellous” 
and the other insists it’s “amazing.” 


_- 2 


Mr. Ford has decided to get busy 
and make a few more automobiles. 
Atta boy, Henry! 

Copy Cups. 


ew U.S. Advertising Corporation ls Formed 


AYER SPEEDS UP 
SMASHING COPY 
FOR NEW FORDS 


To Exploit Improved Model 
A, New Eight 


Detroit, Mich., Feb. 12.—With the 
revelation that Henry Ford is build- 
ing an eight-cylinder car, in addi- 
tion to a new four, N. W. Ayer & 
Son are planning a sensational cam- 
paign on both models. Newspapers, 
magazines and radio will carry the 
smashing copy. 

It is rumored the price of the four 
will be cut about 25 per cent and 
that two-year installment terms will 
be offered. The eight will give price 
competition to other sixes. 

Ford has lived up to his reputa- 
tion for ingenuity by making the 
chassis of the eight and four inter- 
changeable. Other features of his 
new models: 

The eight-cylinder car will carry 
a V-shaped motor. 

Both the -V-8’s and the improved 
Model A will have bodies longer, 
lower and roomier than any Ford 
heretofore. 

Ford is quoted: 

“We will give the public the first 
low-priced automobile in America, 
considering quality and price. The 
immediate need is to meet the pub- 
lic’s demand for something new and 
better at a price the average man 
can pay.” 


PLANS GENERAL 
PRESENTATIONS 


Dayton, O., Feb. 12.—The Geyer 
Co., Dayton agency, has announced 
a plan for giving publication repre- 
sentatives an opportunity to make 
a general presentation at yearly or 
semi-annual intervals. 

Interested account executives, as 
well as the media department, will 
attend, enabling salesmen to cover 
several accounts at one call. Thirty 
minutes is suggested as the ideal 
length of such interviews. 

The agency also recommends uni- 
form presentations, and offers this 
guide: 

“A, editorial, covering the staff 
and its qualifications; character of 
departmental content and character 
of reader sought. B, circulation, in- 
crease or decrease, methods of get- 
ting, and distribution by geograph- 
ical districts, and population and in- 
come groups. 

“C, advertising: gains or losses in 
revenue and volume; keyed returns. 
D, rates.” 

The agency also suggests that rep- 
resentatives eliminate generalities, 
refrain from ‘all personal remarks 
about the agency or its personnel,” 
and base presentations on new and 
specific data. 

The plan of periodical general 
hearings does not preclude calls at 
intervals, but these are to be made 
by appointment. The agency is dis- 
couraging casual calls. 


Advertisers 


of the Association of National Ad- 


Legion Advance in 
War on Depression 


New York, Feb. 12.—Under a bar-{Chicago agency, is chairman of the 
rage to be laid down by the big guns | publicity committee. 


Back : 


The A. N. A. campaign, to follow, 


vertisers, 
posts in 7,000 communities will go 
over the top Feb. 15 in a “war on 
depression.” The fight is also sup- 
ported by the American Association 
of Advertising Agencies and the 
American Federation of Labor. Gen- 
eral headquarters have been estab- 
lished in the Biltmore Hotel. 
Another campaign, designed to put 
an estimated billion dollars. of 
hoarded money into circulation, will 
be waged by Col. Frank Knox, pub- 
lisher of the Chicago Daily News, 
under appointment by President 
Hoover, who has also endorsed the 
A. N. A. effort. Col. Knox said his 
drive will be made on a community 
basis. 


10,000 American Legion’ 


Homer McKee, head of the’ 


/ 


Service stars to be” awarded in The A.N. A Legion drive. tail 


the strategy laid one - Carl Byolr, 
publisher of the Havana Post and 
Havana Evening Telegram at the 
association’s Washington convention 
last November, is based on the 
theory that business itself can gen- 
erate enough driving power to end 
the depression. Mr. Byoir was co- 
chairman with George Creel of war- 
time publicity. 

In a house-to-house, office-to-office 
and factory-to-factory canvass, the 
American Legion and other organiza- 
tions will ask business to pledge it- 
self to add one or more employes, 
whether needed or not, for a specified 
period—30 to 60 days. 

Non-employers will be asked to 
pledge themselves to make needed 

(Continued on Page 10) 
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a 12-week vaudeville tour. 


cery onan. 


Camel Cigarette Radio Act Takes Road 


New York, Feb. 12.—The Camel quarter hour, headed by Morton 
Downey, Tony Wons and Jacques Renard, will leave New York. Feb..16 for 


Last Minute News Flashes 


F. Wallis Armstrong Invades Chicago : 


Chicago, Feb. 12.—F. Wallis Armstrong Co., Philadelphia agency, has 
appointed F. K. Bollman, late of Erwin, Wasey & Co. as Chicago rep- 
resentative, with offices at 3335 W. 47th St. 


Coffee Company Starts Drive on Soda Fountains © . 


Morris Plains, N. Y., Feb. 12—G. Washington Coffee Refining Com- 
pany will make a special drive to develop soda fountain business, Solon 
P. Kennedy having been placed in charge of this division. 


Grocery Chain Will hiscdhes New Paper 


New York, Feb. 12.—A new paper, “Radio Fan,” 
It will be distributed through the dames Butler Stores, New York gro- 


will appear Feb, 19. 


General Cigar Radio Account to Thompson 


New York, Feb. 12.—Radio advertising of General Cigar Company 
will be handled by the J. Walter Thompson Co., effective Feb. 15..  ;: 


‘|/be separately incorporated. 


THREE AGENCIES 
JOIN HANDS IN 
SINGLE FIRM 


‘Homer MeKee, Dy Dyer- Enzinge, 


U.S., Become One 


Chicago, Feb. 12—A new major 
agency, the United States Advertis- 
ing Corporation, came into being this 


week, the organizers being the prin- 


Ward M. Canaday 


cipals of three well-known agencies— 
the United States Advertising Corpo- 
ration of New York and Toledo, The 
Homer McKee Co. Inc. of New York, 
Chicago and Indianapolis, and the 
Dyer-Enzinger Co. of Chicago and 
Milwaukee. 

Under the set-up contemplated, 
New York, Chicago, and Toledo divi- 
sions and a holding company will 
Ward 
M. Canaday, president of the United 
States Advertising Corporation, will 
be president of the holding company, 
and Homer McKee, head of The 
Homer McKee Co., executive vice 
president. 

George Enzinger will be president 


|of the Chicago division, which in- 
‘|cludes offices in Milwaukee and In- 


dianapolis. Cecil F. Bennett and R. 
G. McKee will be vice presidents. 
The Homer McKee Company’s space 
in the 333 North Michigan Avenue 
Building has been doubled to accom- 
modate the enlarged organization. 
The New York division will be 
jointly headed by H. V. H. Proskey 
and Don M. Parker. The former is 
the New York manager of the United 


States Advertising Corporation, and 
‘| the latter is in charge of The Homer 


McKee Company’s New York office. 
The New York offices of the new or- 
ganization will be located in the: Fisk 
Building. 


Business Demands More 


While several factors, such as the 
20-year friendship of Messrs. Cana- 
day and McKee, entered into the 
union, the chief réason was said to be 
the desire of the agencies to meet 
the greater requirements of business 
during the reconstruction period 
ahead. ‘ 


“The new organization gives us 
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ADVERTISING AGE 


February 13, 1932 


the type of agency necessitated by 
conditions to prevail during the new 
period we have entered,” said one of 
the principals. 

“Now that manufacturing and dis- 
tributing functions no longer oper- 
ate on a yearly cycle, and sales ac- 
tivities, instead of being nation-wide, 
must be adjusted to varying market 
conditions at frequent intervals, 
agencies must be organized to in- 
tensify local service in important 
markets.” 

Ward M. Canaday was the owner 
of the United States Advertising Cor- 
poration, which he founded in 1921 
and built into the ranks of the Big 
Ten. Both his financial judgment 
and merchandising ability are 
greatly respected. He has wide busi- 


ness interests apart from his 
agency. 
He was advertising director of 


Willys-Overland for six years prior 
to entering the agency field. After 
graduating from Harvard, he spent 
10 years with the Hoosier Kitchen 
Cabinet Co. as an advertising and 
sales executive. 

Important accounts handled by his 
agency include Willys-Overland, Peb- 
eco Tooth Paste, Commercial Credit, 
Electric Auto-Lite, Owens-Illinois 
Glass Co., Franklin cars, USL Bat- 
teries and Sparton Electric Refrig- 
erators. 


McKee’s Early Days 


Mr. McKee was a successful news- 
paper man before joining the old 
Mahin agency in Chicago in 1910. 
Two years later he became advertis- 
ing manager of the Cole Motor Co., 
where he was responsible for the 
biggest advertisement, six pages, ever 
to appear in the Saturday Evening 
Post over an individual signature. 
It represented the Cole as “the stand- 
ardized car” to cerrect common ref- 
erence to it as “an assembled car.” 
Mr. McKee later became vice presi- 
dent in charge of sales of the Mar- 
mon Motor Car Co. 

In 1917 Mr. McKee founded The 
Homer McKee Co., advertising 
agency, in Indianapolis. He has been 
president of this organization ever 
since and has gradually expanded 
the business to national scope by the 
establishment of offices in New York 
and Chicago. Important accounts 


TWO FIGURES IN AGENCY MERGER 


<i tir 


a 


George Enzinger (left) and Homer McKee 


handled include United Cigar Stores, 
Whelan Drug Co., Wilson-Western 
Sporting Goods, Prest-O-Lite, Penn- 
sylvania Tires, American Seal Kap 
Corp., Showers Bros. Furniture and 
Chicago Daily News. 


Mr. Enzinger was advertising pro- 
motion manager of the Shaffer news- 
papers and other metropolitan 
dailies, and manager of copy and 
service departments of Barron G. 
Collier, Inc., at Chicago, before mak- 
ing his first agency connection with 
the O. J. Koch Advertising Agency, 
Milwaukee, 13 years ago. He left 
Koch to found Olson & Enzinger, and 
in 1930 became president of the Dyer- 
Enzinger Co. 


Enzinger’s Achievements 


He is said to have formulated the 
original merchandising policies for 
Armour’s Oats; conceived the idea 
of making Campfire Marshmallows a 
food produet and obtaining grocery 
store distribution; put Biflex, the 
first automobile bumper, on the mar- 
ket, and created the first campaign 
for enameled kitchen ware for the 
Vollrath Company. 

Mr. Enzinger has been advertising 


285 type combinations and 57 type 


faces. Gives desired type effect at a glance. Avoids 
costly revisions and setting of “style ads”. Classifies 
types under 5 easily identified groups, describes uses 
and characteristics of 57 type faces used in modern 
advertising and printing. A really indispensable book. 


ADVERTISING 
TYPE COMBINATIONS 


by Arthur C. Arnold and Robert H. Powers 


price $3.00 postpaid 


Never before have so many type faces been available and used as 
today. And despite almost 600 years of printing history this is the 
first practical handbook on the selection of type combinations for 
advertisements, direct mail, books, magazines, house organs, etc. 
A real aid in rapid, economical and effective selection of type com- 
binations for advertising man, typographer, printer, artist, printing 
salesman and editor. Not a book for the shelf, but for daily use in 
shop, office and studio. Mail $3.00 for your copy of this book today. 


* 


* 


* 


Not only is “ADVERTISING TYPE COMBINATIONS” delightful to look at 


and handle, but is built around a practical idea. It 


should be, and no doubt is, a 


very ready help to any man who has the job of putting things into good-looking, 


effective print— EARNEST ELMO CALKINS 


An intensely practical book that will save great many hours of search 


type 


books to say nothing of the saving of costs of revisions— PRINTER'S INK WEEKLY 


Every user of type and 


iation. 


producer of type effects will find this book immensely 
valuable — CHARLES H. MCMAHON President, Financial Advertising Associ 


ADVERTISING AGE, Book Dept. 


537 S. Dearborn 


St., Chicago, Ill. 


counsel for the Minneapolis-Honey- 
well Regulator Co. for 11 years, de- 
veloping many selling plans regarded 
as extraordinarily successful. 

Other important accounts he will 
bring to the new agency are Weyer- 
haeuser Forest Products, Albert Dick- 
inson Company (packaged pop corn 
and seeds), Anglo-American Mill 
Company, Roquefort Cheese Associa- 
tion, Sengbusch office appliances, 
Creamery Package Mfg. Co., Wiscon- 
sin Bankshares Corp., Allis-Chalmers 
Mfg. Co. and Bucyrus-Erie Company. 


Britain Adds 
Ten Per Cent 
Import Tariff 


Washington, D. C., Feb. 11.— 
American exports worth $324,000,- 
000 in 1930 will be affected by the 
proposed 10 per cent British tariff 
effective March 1, the Department of 
Commerce announced. 

The chief items affected will be ma- 
chinery, lard, manufactured copper, 
sawn hardwood, lubricating oil, un- 
dressed skins and furs, sawn soft 
wood, chemicals and other drugs and 
dyestuffs, electrical goods, leather, 
pig and sheet lead, and manufactures 
of wood and timber. 

The new levy applies to all imports 
not already subject to import duty, 
except meat, tea, wheat, raw cotton, 
raw wool, and a few other items not 
yet specified. These duties apply 
equally to imports from all countries 
outside the British empire. 

British net imports from _ the 
United States in 1930 amounted to 
$700,666,000, of which 46 per cent 
will be transferred from the free to 
the dutiable list by the 10 per cent 
tariff. Another 29 per cent is already 
dutiable, including 2 per cent duti- 
able under the recent abnormal im- 
portations act. 

British colonies are exempt from 
the new tariff. 


Three for Hinrichsen 

Fred A. Hinrichsen Advertising 
Agency, Davenport, Ia., has been ap- 
pointed by the Burgess-Parr Co., 
Moline, Ill., scientific instruments; 
M. A. Ford Mfg. Co., Davenport, 
rotary files, and Western Grave 
Vault Co., Muscatine, burial vaults 
and caskets. 


Join Modern Magazines 

Mahlon Marston, formerly Eastern 
advertising manager of Photoplay, 
and Harold L. Dawson, formerly ad- 
vertising manager of Screenland and 
Silver Screen, have joined Modern 
Magazines, New York. 


Death Calls Shea 


Robert P. Shea, 33, advertising and 
sales manager of the John T. Stanley 
Co., New York, died last week of 
pneumonia, following a major opera- 
tion. 


Chesman Wins Office 


W. L. Chesman has been made vice- 
president of the Paul Cornell Co., 
New York agency. 


A.B. C. 10 TEST 
NEW BASIS FOR 
INVESTIGATIONS 


Chicago, Feb. 11.—Directors of the 
Audit Bureau of Circulations, meet- 
ing here Feb. 5, instructed the man- 
agement to obtain as much informa- 
tion as possible in the next available 
outside investigation without obli- 
gating the Bureau to keep the sources 
of information confidential. 

The purpose is to judge the conten- 
tion of many newspaper publishers 
that confidential relationships be- 
tween the Bureau and news-dealers, 
carriers and subscribers are unnec- 
cessary in gathering needed data on 
circulations. 

V. H. Polachek, of the Hearst 
papers, led the discussion on this sub- 
ject at a meeting of the newspaper 
division Feb. 4, at which E. K. Gay- 
lord, publisher of the Oklahoma City 
Oklahoman and Times. presided. 

Mr. Polachek held that investiga- 
tions could be conducted so as to 
show the publisher more considera- 
tion without detracting from effi- 
ciency. Others agreed with him that 
publishers should be shown the find- 
ings regarding their circulations and 
be heard in reply. 

The resolution presented to the 
board was introduced in the news- 
paper meeting by John Cowles, Des 
Moines Register and Tribune. 


Propose Other Changes 


For later consideration the board 
proposed that subscriptions obtained 
by the offer of a free trial shall not 
be counted as paid during the speci- 
fied trial period, and that unexpired 
subscriptions may not be transferred 
to another publication in the same 
field. 

The board held that charges that 
auditors had been subjected to undue 
influence were not substantiated and 
ordered audits of Wichita, Kans., 
newspapers brought up to date. 

Agitation regarding alleged expe- 
dients used in obtaining circulation 
prompted the following statement 
from the board: 

“The directors recognize their re- 
sponsibility to meet new conditions 
as they arise but the drafting of 
appropriate regulations takes time. 

“Meanwhile, publishers are urged 
to scrutinize proposed circulation pro- 
motion plans and to assure them- 
selves such measures conform to the 
spirit as well as the letter of A. B. C. 
standards. It is also suggested that 
advertisers and advertising agencies 
study with particular and unusual 
care the circulation information pre- 
sented in A. B. C. reports.” 

The following were admitted to 
membership: 

Advertisers: Johnson & Johnson, 
New Brunswick, N. J.; Hudson Motor 
Car Co., Detroit; Clinton Carpet Co., 
Chicago. 

Agency: Cecil, Warwick & Cecil, 
New York. 

Publishers’ representative: W. B. 
Ziff Co., Chicago. 

Newspapers: Globe-Times, Bethle- 
hem, Pa.; Le Journal, Quebec. 

Business papers: Highway Engi- 
neer & Contractor, Chicago; Electric 
Journal, Pittsburgh. 

William A. James, Hudson Motor 
Car Co., Detroit, was elected a direc- 
tor to succeed W. H. Dryden, re- 
signed. 


Hammond Publisher 
of “Detroit Times” 


James Hammond, formerly presi- 
dent of the Pittsburgh store of Gimbel 
Bros., has been appointed publisher 
of the Detroit Times. He will as- 
sume his new duties about March 1. 

Mr. Hammond succeeds Roger M. 
Andrews, who resigned last Decem- 
ber. 


Outdoor Drive on 44 


Consolidated Cigar Corporation will 
use painted bulletins in a Pacific 
Coast campaign for the 44 five-cent 
cigar. 


Carolina Tax 
On Chains Is 


Constitutional 


Columbia, S. Car., Feb. 11.—The 
South Carolina chain store tax is 
constitutional, the Federal District 
Court for the Eastern District of 
South Carolina has held. 

The exemption of gasoline filling 
stations does not render the law in- 
valid, the. opinion ruled. The ex- 
emption rests upon a _ reasonable 
classification, it says. 

“Such stations as a general rule 
sell only gasoline and other articles 
of merchandise upon which the State 
collects a heavy excise tax and it was 
doubtless for this reason that they 
were exempted from the tax in ques- 
tion. Furthermore such filling sta- 
tions are quite distinct from ordi- 
nary stores or mercantile establish- 
ments. 

“Of course, if the operator of a 
filling station should operate a store 
or mercantile establishment in con- 
nection therewith, such store would 
unquestionably be subject to the tax 
prescribed by the statute. 

“Nor do we think an unreasonable 
classification results from the fact 
that the tax is imposed only upon 
stores operating in _ incorpo- 
rated cities and towns. We take ju- 
dicial notice of the fact that there 
are very few unincorporated towns 
in South Carolina and the purpose 
of the act was evidently to exempt 
country stores from the tax.” 


Bill Towne Better ; 
Chasing New Account 


Bill Towne, of O. S. Tyson & Co., 
New York, is recovering from a se- 
vere illness in New Haven Hospital. 
In a letter to friends he promises to 
come back to work with a new ac- 
count—a big iron and steel man also 
in the hospital, where he can’t escape 
Mr. Towne’s blandishments. 

Mr. Towne was one of the wheel 
horses in the early days of the Tech- 
nical Publicity Assn., New York. 


Thinks Swope Plan 
Will Help Business 


J. George Frederick, Business 
Bourse, New York, addressed the 
Engineering Advertisers’ Association, 
Chicago, on the Swope plan, Feb. 9. 

Mr. Frederick contended that the 
organization of industry through the 
trade association control system advo- 
cated by Mr. Swope will stabilize 
business and hence benefit marketing 
and advertising. 


Lewis & Thomas Will 
Make Sorosis Shoes 


Lewis & Thomas, a new firm at 
Lynn, Mass., will manufacture 
Sorosis shoes under a royalty agree- 
ment with A. E. Little & Co., Lynn. 

The Little plant has been idle for 
two years, Sorosis shoes being made 
in other factories. 


Merritt Is General 


Manager of Porter 


George N. Merritt, who joined the 
Porter Corp., Boston agency, last Sep- 
tember in charge of sales promotion, 
has been appointed general manager 
by President Leonard J. Raymond. 

Mr. Merritt has had 19 years’ expe- 
rience in the national field. 


Shriners Want Slogan 


The Shrine Convention Committee, 
co-operating with the San Francisco 
Examiner and the San Francisco Ad- 
vertising Club, is offering $100 for 
the best ten-word slogan for use in 
convention publicity. 


Chrysler Appointments 


Charles L. Jacobson has been ap- 
pointed assistant director of sales of 
Chrysler Sales Corp., Detroit. Hugh 
Higginbottom has been appointed 
assistant to the general sales man- 
ager, DeSoto Motor Corp. 


Charis on Air 


Charis Corp., Allentown, Pa., foun- 
dation garments, will begin a weekly 
15-minute program over the Columbia 
Broadcasting System Feb. 24. The 
network of 55 stations will be the 
largest used for a sponsored program 
during the day. 
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Liberty | Daly 25, 1908 ety 05, 1900 Liberty 


America’s Best Read Article 


Dr. Gallup—in his recent census of what four thousand magazine 
readers actually saw and read—found the Liberty article “Is Franklin 
Roosevelt Physically Fit To Be President” to have been read by more 
Men 1 Mon persons than any other article in any other magazine during the six 
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On the average, Liberty editorial features were found to be: 
17% better read than those in Weekly A 
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es February, by 10%. And Liberty’s 1932 quota is 15% over 1931 billing! 
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Mr. Ford Lends a Hand 


The announcement of the Ford 
Motor Company regarding its plans 
for 1932 was good news for every- 
body. It shared the limelight with 
a revived stock market and further 
developments in expansion of credit 
facilities at Washington in giving 
business men something cheerful to 
enthuse over. 

The Ford business is so large, and 
the activities of the company touch 
so many other enterprises at so 
many points that its resumption of 
active operations is a source of stim- 
ulation to hundreds of thousands. 
Suppliers and distributors alike have 
been marking time, impatiently 
awaiting the momentous news of the 
1932 program. 

It is interesting to note, too, that 
the announcement was just as good 
news for competitors as for those 
directly concerned with the merchan- 
dising of Ford products. The public 
is so interested in Ford that pros- 
pective purchasers of Chevrolet, Ply- 
mouth and other directly competi- 
tive lines were naturally inclined to 
postpone buying until they knew 
what Ford would be able to offer, 
and at what prices. 

The introduction of an eight-cylin- 
der car into the Ford line, the first 
departure from exclusive manufac- 
ture of four-cylinder cars, had been 
anticipated by the motor car indus- 
try. Mr. Ford seems to have im- 
proved his position materially by 
this radical change in his line of 
cars, and will have something to 
offer the large group of motor car 
buyers who have professed them- 


selves not to be satisfied with the 
four. 

From a merchandising and adver- 
tising standpoint, it looks as if the 
Ford company may be relied upon to 
earry forward an aggressive cam- 
paign. Even during the period of 
inactivity in passenger car opera- 
tions, truck advertising has been 
well maintained, and it would not be 
a matter for astonishment if the 
Ford campaign for the new line of 
four- and eight-cylinder cars would 
be even greater than any heretofore 
put out. 

Trade reports of a liberalization of 
the credit purchase plan of the Ford 
company, indicating that as long as 
24 months may be taken by the pur- 
chaser, are also significant from a 
merchandising standpoint. Such an 
extension of the credit-payment pe- 
riod would be equivalent to a radical 
reduction in price, and would have 
the effect of broadening the market 
to an equal extent; and since Mr. 
Ford is in a position to finance credit 
operations on a larger scale, this 
does not seem to be an unreason- 
able development. It will be inter- 
esting to learn what the final plans 
in this respect are. 

Mr. Ford has given business a real 
stimulus in his announcement, and 
has provided an opportunity for re- 
sumed sales, advertising and mer- 
chandising activities by thousands of 
enterprises dependent in one way or 
another upon his. His new plans 
come at a good time to assist in gen- 
eral business revival. 


‘‘Reason-Why’’ Copy Comes Back 


“There is a marked indication of 
the return of good old reason-why 
copy to most advertising campaigns,” 
remarked an intelligent observer of 
the advertising world recently. “Ad- 
vertisers are apparently agreed that 
they have got to do some real selling 
in their copy if they expect to get 
favorable responses today.” 

If this is the case, and there is 
every reason to believe that the com- 
ment quoted is correct, it will be a 
good thing for advertising and for 
business. Reason-why copy puts a 
greater demand on advertising men, 
because it makes it necessary to dig 
for facts, instead of relying on a 
clever idea that may not have a 
direct relationship to the product it- 
self. It makes it necessary to know 
more about what the consumer 
thinks of the goods, and how they 
are actually used, instead of taking 
a superficial view of the subject and 
depending on the attractiveness of 
the advertisement, from the stand- 
point of illustration or color, to pro- 
duce the desired effect. 

If the consumer’s dollar is being 
parted with more reluctantly, then 
obviously a greater degree of con- 
viction is needed to speed buying de- 
cisions. Conviction is usually more 
a matter of reason and logic than 
simple appeal to the emotions; and 


while the emotional appeal is a 
necessary part of the persuasion of 
advertising, the canny buyer of to- 
day wants to have reasons back of 
his own attitude toward an adver- 
tised product. 

Reason-why is especially impor- 
tant if the product is not sold en- 
tirely on the basis of price. There 
are plenty of low prices available, 
and many advertisers are featuring 
the reductions which they have 
made. Goods which are still repre- 
sentative of quality and value rather 
than the lowest possible price need 
to be sold harder, in order to insure 
proper recognition on the part of the 
purchaser of the value inherent in 
the product at the current quotation. 
Merely claiming quality is not 
enough. 

More supporting facts are being 
brought up to prove claims of value. 
Specifications of automobiles are 
once more being included in adver- 
tising copy. Detailed descriptions of 
merchandise have made the catalogs 
of mail-order houses successful sales- 
men, and now they may be used 
more generally in other copy. 

Reason-why advertising will not 
overlook the sound appeals which 
have been used heretofore, but will 
employ them with a logical back- 
ground of facts and evidence with 
which to insure conviction. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE: 


349. 


Translating the circulation of each 
Washington daily paper into dollars 
is the method adopted by the Wash- 
ington Post in presenting this new 
booklet. Post readers spend, accord- 
ing to this tabulation, $46,054,000 for 
clothing, $74,335,000 for shelter, and 
so on down the line, the figures for 
competitive papers also being given. 
The figures are based on the Wash- 
ington survey by the Four A’s, Cost 
of Living Tables, prepared by the 
U. S. Department of Labor, and pre- 


“Dollar Circulation.” 


‘liminary reports on the Census of 


Distribution. 


350. Fortune's Editorial Policy. 


This is not the real name of this 
booklet, which appears fo be un- 
christened. The front cover is given 
to a tribute by Julian Johnston, “For- 
tune rises above our depressing times 
—a reflection of that old America 
we used to know, irrepressible, 
shrewd, triumphant.” This booklet 
has the unusual mission of proving 
that Fortune’s reader following is 
not confined to men at the very top 
of industry. 


351. Advertisers’ Issue of The Busi- 
ness Week. 


This booklet describes the spirit 
that moves The Business Week. The 
index says “the business thermometer 
on The Business Week is moved by 
cold facts; not hot air,” and goes on 
to give the remainder of the publish- 
ing formula. 


297. A Lift to Market. 


This handsome booklet issued by 
Extension Magazine values the Cath- 
olic market at 11% billion dollars 
a year. The component parts of this 
market are described in detail by 
the publication, which is the official 
organ of the Catholic Church Ex- 
tension Society. The Catholic popu- 
lation of the United States is placed 
at 22,000,000. 


3038a. Analysis of the Circulation of 
the Christian Science Monitor. 


This booklet reports the results of 
a survey by Dr. Daniel Starch. It 
classifies Monitor readers by income; 
ownership of homes, household appli- 
ances and automobiles; travel, in- 
vestments and attendance at private 
schools and summer camps; and 
finally, readers’ response to Monitor 
advertising. 


303. Dealer-ized Advertising. 


George H. Read, of Johnson, Read 
& Co., Chicago, coined a new word to 
describe how products advertised in 
the Christian Science Monitor are 
featured in the Monitor advertising 
of local dealers. A booklet issued 
by the publication tells just how 
“dealer-ized” advertising works, with 
specific examples. 


337. Facts and Figures on the Build- 
ing Field. 


One of the most interesting phases 
of this study by American Builder 
and Building Age is that of brand 
selection control. This part of the 
survey was handled by the George 
M. Basford Company, New York. 
which found selection of brands of 
building materials is controlled by 
the builder in 76.1 per cent of the 
cases. An account of the procedure 
in the purchase of 70 products is 
given in succeeding pages. 


263. The Farm Market. 


In a series of cartograms, The 
Farm Journal, Philadelphia, gives 
some of the high spots of the farm 
market, including income by states 
in 1930, value of farm implements 
and machinery by states, and value 
of farm buildings. 


ADVERTISING STRATEGY 


“Remember, not a word about the new planet until that fiend murder 
case is off the front pages.” 


—Collier’s. 


Voice of the Advertiser 


Do Hats Last Longer 
Under Volstead Act? 


To the Editor: I notice that Roger 
W. Allen, publisher of The American 
Hatter, is against prohibition and 
that he has issued an open letter to 
the President of the United States on 
the subject. 

Can it be that hat production has 
fallen off during these dry days to 
the point when there are so few 
broken hats that the industry now 
turns against prohibition? 

I am against prohibition, too, but 
not because the busted hat business 
has declined. 

CARROLL B. MERRITT, 
Charles Scribner’s Sons, New York. 


7,  @ 


Referred to Copy Cub 


To the Editor: In a recent issue 
mention was made in Rough Proofs 
of a new photo-electric measuring 
machine for use in agency checking 
departments. 

We would appreciate more infor- 
mation about this machine and hope 
you can provide us with the name of 
the manufacturer. 

F. A. KEARNEY, 
Calkins & Holden, New York. 


Advectieinn Chas 


May Enter Contest 

To the Editor: Please send me all 
of the available information regard- 
ing the contest to evolve a definition 
of advertising. 

I am considering having my class 
in advertising principles, numbering 
84, submit definitions. 

W. D. Morrarrty, 
Professor of Economics, Director of 

School of Merchandising, Univer- 

sity of Southern California, Los 

Angeles. 

vvwyY 


Fewer Newspapers But 


Greater Circulations 
To the Editor: In one of your re- 
cent issues you quote Lou Keifer of 
Terre Haute before the Rotary Club 
there as saying that a newspaper has 
gone out of business every 19 days 
during the past five years and that 
there are now only 1,949 newspapers 
as compared with 3,000 in 1909. 
Your item is undoubtedly entirely 
right, but I imagine that Mr. Kiefer 
went on to say that while this is 
true, still newspapers have grown in 
circulation from 22 million in 1909 
to some 39 million now. 
The reason I call attention to this 
is that Mr. Keifer’s discussion was 


probably made to show that news- 
papers individually have grown tre- 
mendously because with only two- 
thirds as many newspapers now as 
then, there is a total of 80 per cent 
more circulation. 
Rosert C. HALL, 
National Adv. Mgr., 
Phoenix (Ariz.) Republic 
and Gazette. 
vv vv 


Boost for Shoe Trade ° 


Dear Editor: Ah—the pity of it! 

My heart simply bleeds for those 
poor advertising men of the Coast 
wbo “hiked” South to attend the big 
Homecoming Day of the Los Angeles 
Advertising Club. (See ADVERTISING 
AGE, Feb. 6, page 6.) 

I suppose they came straggling in 
—footsore and weary—but ah, happy 
thought! Look how they will help 
boost the score of the New England 
shoe manufacturers that Copy Cub 
told us about! 

No—I refuse to worry about them 
further. Probably they all caught a 
ride home anyway! 

Always Interestedly Yours, 
Gene McCaice, 
Adv. Megr., Loftis Bros. 
& Co., Chicago. 
vvwegy 
Daplication in Names 

To the Editor: On page 5 of your 
Jan. 30 issue we notice the announce- 
ment of the establishment of the 
Mid-West Advertising Agency at 
Terre Haute, Ind. 

As we have been operating under 
our present name since 1926, we are 
somewhat surprised to learn that 
Messrs. Wolf and Ricker, who are 
not in any way connected with our 
organization, have adopted the name 
Midwest Advertising Agency. 

W. A. PITSCHKE, 
Midwest Advertising Agency, 
Rockford, Ill. 


7, 2. 
Thompson’s Place in 
Business Paper Field 

To the Editor: Through an over- 
sight, the J. Walter Thompson Com- 
pany did not give us their figures in 
time for inclusion in the summary 
of agencies placing business paper 
copy in 1930. 

The figures show that this agency 
ranked third in volume placed with 
business papers in 1930, with 1,262 
pages. This compares with 1,613 
pages in 1929; 916 in 1928, and 1,019 
in 1927. : 

H. J. Payne, 
Secretary, Associated Business 
Papers, Inc., New York. 
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ADVERTISING AGE 


ROMANTIC NOTE 
INJECTED INTO 
CLARK CAMPAIGN 


Find New Approach to Diffi- 
Cult Subject 


(Picture on Page 12) 


Columbus, O., Feb. 11.—Emphasiz- 
ing “peace of mind for the living,” 
the new campaign of the Clark 
Grave Vault Co., prepared by Henri, 
Hurst & McDonald, Chicago, strikes a 
note of romantic interest in contrast 
with the funereal solemnity usually 
found in burial equipment advertis- 
ing. Tradition is again flaunted by 
the use of color. 

The strength of the copy plan gave 
rise to the most extensive program 
in the company’s history. Space 
ranging from quarters to color pages 
will appear in the following publica- 
tions: 


American Magazine, Better Homes 
and Gardens, Christian Herald, Cos- 
mopolitan, Fortune, National Geo- 
graphic, Saturday Evening Post, Sun- 
set, Delineator, Good Housekeeping, 
McCall’s, Farmer’s Wife, Holland’s, 
Household, Woman’s World, Amert- 
can Legion Monthly, Columbia, Elks 
Country Gentleman, Country Home, 
Progressive Farmer, Southern Agri- 
culturist, Successful Farming, Chris- 
tian Leader, Christian Observer, New 
Orleans Christian Advocate, National 
Baptist Voice, North Carolina Chris- 
tian Advocate, Presbyterian of the 
South and Southern Churchman. 


Since the passing of an elderly per- 
son is least incongruous, the adver- 
tising confines all mention of death 
to those of old age. Copy is kept ab- 
stract and any allusion to “the grave” 
is avoided. By implication, the inevi- 
table end is pictured as release and 
reunion. 


Lovers of Long Ago 


A typical piece of copy is illus- 
trated with two young lovers dressed 
in the mode of the 80’s. The text 
reads: 

“Sweetheart Days that Lasted Fifty 
Years. They met and loved. He 
wooed and won her. That was back 
in ’79. And for fifty beautiful years 
they traveled life’s highway together. 

“Today she is that dear, brave, sil- 
ver-haired little ‘Granny’ you so often 
see. Granddad’s work was done first 
... seventy, fruitful, happy years. 
Now she is patiently looking forward. 

“It is our great privilege to have 
contributed an important service to 
‘Granny.’ Especially when rains beat 
down and wild storms rage, she finds 
deep contentment in the unfailing 
guardianship of the Clark Waterproof 
Metal Vault which was suggested 
when he passed on.” 

Other advertisements, which are 
illustrated with drawings or fifty- 
year-old tintypes, are captioned: “It 
Was in 79 He Met Her,” “Think of 
the One Who Is Left Behind” and 
“They Were Married in ’81.” 

The public’s immediate approval 
and interest are attested by demand 
for the booklet, “My Duty,” offered 
in each advertisement. It lists every- 
thing to be done for a_ bereaved 
friend, including recommendation of 
a grave vault. Copy suggests the 
booklet be requested at once and laid 
away until needed. 


Hear Pulitzer Winner 
Margaret Ayer Barnes, winner of 
the Pulitzer Prize of 1930, with her 
novel, “Years of Grace,” addressed 
the League of Advertising Women of 
New York Feb. 9. 


Thomas Gets Sherman 
L. B. Sherman, Jr., formerly adver- 
tising manager of Newsstand Group, 
has joined Rupert Thomas, New York 
agency, in an executive capacity. 


Hazard Gets Hosiery 


Propper-McCaJlum Hosiery Co., 
New York, has retained the Hazard 
Advertising Corp., New York. 


CHICAGO MANAGER 


Z. L. Potter 


Erwin & Wasey 
Appoint Potter 
Chicago Chief 


New York, Feb. 11.—Chester Foust, 
manager of the Chicago office of Er- 
win, Wasey & Co., has undertaken a 
special assignment as liaison execu- 
tive between the American offices of 
that agency, Arthur H. Kudner, 
president of the company, announced. 

Z. L. Potter, former advertising 
manager of the National Cash Reg- 
ister Co., and for the last year ad- 
viser to the managing director of 
Erwin, Wasey & Company’s 12 Euro- 
pean offices, has been appointed vice- 
president and general manager of 
the Chicago office. 

Mr. Foust will continue to make 
Chicago his headquarters. American 
offices of Erwin Wasey & Co. are lo- 
cated in New York, Chicago, Minne- 
apolis, San Francisco, Los Angeles 
and Seattle. 

Before joining the agency in Chi- 
cago in 1922, Mr. Foust was in the 
editorial department of the Chicago 
Tribune. During the war he was in 
the Aviation Corps of the U. 8S. 
Navy. 

Mr. Potter was formerly director 
of distribution for the Mohawk Car- 
pet Mills; president of the Z. L. Pot- 
ter Co., advertising agency; vice- 
president and business manager of 
the New York Evening Post and a 
Major in the United States Army. 


Nichols Will Address 
Chicago Legionnaires 

J. C. Nichols will be the speaker at 
the Feb. 22 meeting of Chicago Post, 
American Legion. 

Mr. Nichols is an adventurer of 
note, being president of the Adven- 
turers’ Club and a member of many 
others of the same calibre. 


Abbott on Far East 


Willis J. Abbott, contributing edi- 
tor of the Christian Science Monitor, 
addressed the Advertising Club of 
Boston Feb. 9, pointing out that 
Japan is acting within its treaty 
rights in its “controversy” with 
China. 


Gets Durkee Account 


Durkee Famous Foods, Inc., has 
appointed the Leon Livingston Ad- 
vertising Agency, San Francisco, to 
direct its advertising in seven West- 
ern states. 


Dexter Doubles Up 


Walter E. Dexter has been ap- 
pointed manager of Motor, New York, 
continuing as advertising manager of 
American Architect. Both are Hearst 
papers. 


Discuss F oreign Credit 
The Bureau of Foreign and Domes- 
tic Commerce, Washington, D. C., has 
published Trade Information Bulletin 
No. 292, “Sources of Foreign Credit 
Information.” The price is 10 cents. 


Varona Names Sherman 

Angela Varona, beauty prepara- 
tions, has appointed the George C. 
Sherman Co., New York, which will 
use magazines, newspapers and radio. 


THOMAS MACRAE 
DIES SUDDENLY 


Chicago, Feb. 10.—Thomas Hamil- 
ton MacRae, president of the Mac- 
Rae Blue Book Company and editor 
of the Santa Fe Magazine, died sud- 
denly of heart disease while at din- 
ner in New York February 7. 
Funeral services were held here to- 
day at the Edgewater Presbyterian 
Church, and the body was taken to 
Galt, Ont., his birthplace, for inter- 
ment. 

Mr. MacRae, who was 50 years 
old, had wide printing and newspa- 
per training and experience before 
founding MacRae’s Blue Book, with 
his brother, the late Albert MacRae, 
in 1910. His connection with the en- 
terprise was continuous, with the 
exception of a few years with R. L. 
Polk & Co. in Detroit. He also 
served in Washington in 1919 and 
1920 as editor of the railway pub- 
lications of the United States Rail- 
road Administration. 

Mr. MacRae was active in organ- 
ization work and was president of 
the Business Reference Publications 
for several years. He was a'so one 
of the charter members of the Na- 
tional Industrial Advertisers’ Asso- 
ciation, and took an active interest 
in the work of the Engineering Ad. 
vertisers’ Association, of Chicago. 
The E. A. A. adopted resolutions at 
its meeting February 8. 

He was a member of many Ma- 
sonic organizations, and the funeral 
today was in charge of the Knights 
Templar. It was attended by a great 
many of his friends in the advertis- 
ing, publishing and railroad busi- 
nesses. He is survived by his widow 
and one daughter. 


Macfarlane Names 


Dinner Committee 


W. E. Macfarlane, of the Chicago 
Tribune, has appointed William G. 
Chandler, Scripps-Howard News- 
papers, chairman of a committee to 
handle the annual dinner of the Bu- 
reau of Advertising, American News- 
paper Publishers Association, in New 
York in April. 

Other members are E. P. Adler, 
Davenport (Iowa) Daily Times; J. D. 
Barnum, Syracuse Post-Standard; Ed- 
win S. Friendly, New York Sun; Roy 
C. Holliss, New York News; A. L. 
Miller, Battle Creek Enquirer and 
News; David B. Plum, Troy Record, 
and Paul C. Siddall, Alliance (0O.) 
Review. 


Financial Account 
Goes to E. B. Wilson 


Edwin Bird Wilson, Inc., New 
York, will use a nation-wide list of 
hewspapers, general magazines and 
banking journals in a campaign for 
corporate trust shares. 

The advertisers are Administrative 
and Research Corp. and Ross Benson 
& Co., New York; Smith Burris & 
Co., Chicago, Omaha, New Orleans 
and Detroit; and Ross Benson & Co., 
Salt Lake City and Los Angeles. 


Griffith-Newlin Is 


New Radio Agency 


The Griffith-Newlin Company has 
opened offices at 720 Rush St., Chi- 
cago, to specialize in radio advertis- 
ing. Homer O. Griffith formerly con- 
ducted an agency in Hollywood, Cal. 

The agency has started a five-day 
a week program over WBBM, Chi- 
cago, for the J. L. Marx Co., financial 
securities. 


Taxis Coast Medium 


Pacific Coast Taxi Advertising Com- 
pany has been formed in Seattle to 
sell advertising in taxicabs. The 
Elliott Bay Investment Company’s 
185 cabs have been signed. 


Ritchie Seeks Office 


Arthur J. Ritchie, former publisher 
of the Seattle Star and more recently 
an advertising agent in Seattle, is 
seeking the nomination for Mayor in 
the primaries. 


Advertise Ice Cream 


Rob Roy Ice Cream Co., Utica, 
N. Y., has appointed Moser, Cotins 
& Brown, Utica. Newspapers and 
outdoor advertising will be used. 


LAST DEADLINE 


Tom MacRae 


Says Position 
Should Decide 
Magazine Rate 


New York, Feb. 12.—Speaking be- 
fore the Magazine Club at the Hotel 
Roosevelt, Stanley I. Clark, sales 
manager of Lehn & Fink, Inc., urged 
that magazines adopt a sliding scale 
of rates based on positions given ad- 
vertisements. 

“The time is past when magazines 
can emulate the ostrich,” he stated. 
“They should estimate the full 
strength of their competition and 
take definite steps to check it.” 

He referred particularly to compe- 
titton from radio. 

Mr. Clark said magazines should 
be of more specific service to adver- 
tisers. The space salesman should 
help the advertiser decide first what 
proportion of the appropriation 
should go into magazines and what 
group of magazines should be used, 
before he presents the case of his 
own magazine. 

The speaker said he does not hold 
all positions in a magazine to be of 
equal value, as space salesmen assert. 

“If a magazine puts the name of a 
contributor on the front cover to 
help sell the issue, it follows that 
advertisements opposite the featured 
article will normally be seen by more 
readers than those elsewhere in the 
book,” he said. 

Lehn & Fink, Inc., has just put one 
of its products in radio, to the exclu- 
sion of other mediums. 


Join Alpha Delta Sigma 


Don Thomas, executive secretary of 
the All-Year Club of Southern Cali- 
fornia, and Daniel L. Scott, Los 
Angeles Gas & Electric Co., were 
initiated into Alpha Delta Sigma, na- 
tional advertising fraternity, recently. 
Mr. Scott is a past president of the 
Advertising Club of Los Angeles. 


Babson Experts Hear 
About Advertising 


John M. Sweeney, of the Boston 
advertising staff of Time, New York, 
addressed the Babson Institute, 
Wellesley Hills, Mass., Feb. 3, on 
“The Advertising Profession —Its 
Preparation and Practice.” 


Hardison in Farm Field 


H. C. Hardison has been appointed 
advertising manager of Western 
Farm Life, Denver, succeeding 
“Jake” Thomas, resigned because of 
ill health. 


Macleod Gives Course 


Rob Roy Macleod, manager of pub- 
lic relations for the Niagara Hudson 
System in Buffalo, is giving an eve- 
ning course in public relations tech- 
nique at the University of Buffalo. 


Test Medicine Copy 
Dillard Jacobs Agency, Atlanta, is 
placing test copy in small news- 
papers on Blud Life medicine, At- 
lanta. 


Place Stave Copy 
Saussy & Saussy, New Orleans, will 
use magazines for the Lucas 
Moore Stave Co. of Georgia, Mobile, 
Ala., a new account. 


COUNCIL WOULD 


DICTATE CLAIMS 
IN ADVERTISING 


Chicago, Feb. 11—Further light 
was thrown on the policy of the 
American Dental Association this 
week when the Council on Accepted 
Dental Remedies rejected the appli- 
cation of one of the most widely ad- 
vertised tooth pastes in the country 
for use of the association’s “ac- 
cepted” label. 

“The Council cannot accept this 
dental cream because it is marketed 
with therapeutic, chemical and bac- 
teriological claims which are not sup- 
ported by adequate evidence,” said 
the rejection. 

“The Council stands ready to re- 
consider this product when the 
manufacturers will agree to adver- 
tise it in accordance with the ex- 
pected functions of a dentifrice: that 
it is essentially a mechanical cleans- 
ing agent for the surfaces of teeth.” 


“Not Directly Harmful” 


This edict was issued in spite of the 
admission that “the composition re- 
veals no ingredient or combination 
of ingredients that may be directly 
harmful. ... 

“As the present objective of the 
Council in the judging of dentifrices 
is pointed toward improvement in 
the present, often ridiculous, adver- 
tising of dentifrices in general, the 
question of acceptability therefore 
devolved on the acceptability of the 
claims made in advertising. 

“The Council desires to point out 
that up to now there has been little 
critical evidence to determine even 
the relative truthfulness of state- 
ments in dentifrice advertising. 

“As a consequence, advertisers 
have claimed for their products 
other effects than could reasonably 
be expected from a dentifrice, until 
the original functions of a tooth 
paste were lost sight of.” 


McKenna President of 
Sales Organization 


James McKenna, purchasing agent 
of the Crane Co., Bridgeport, Conn., 
was elected president of the Sales- 
men’s and Purchasing Agents’ Asso- 
ciation of America, at the annual 
meeting in Bridgeport. 

Other officers: Samuel R. Dodge, 
Hunter & Havens Co., first vice-presi- 
dent; George Morrow, Egyptian 
Lacquer Co., second vice-president; 
William H. Seward, Bassick Co., 
treasurer; William P. Kennedy, 
Bridgeport Hardware Co., secretary. 


Newspaper Copy 
Pulls After Six Years 


Henry L. Miller, manager of the 
Skookum Packers Assn., Wenatchee, 
Wash., recently received a request for 
an apple recipe book offered in 
1926-27. 

The coupon was clipped from the 
Milwaukee Journal. 


Hunt-Lundstedt Split 


Hunt-Lundstedt & Co., Chicago 
agency, have dissolved their partner- 
ship and Lewis S. Hunt and Louis 
H. Lundstedt will operate as indi- 
viduals. 


Majestic Promotes Galt 


W. L. Galt, district manager for 
the Grigsby-Grunow Co., Chicago, has 
been appointed radio sales promotion 
manager. 


Arnold Writes Book 
John Wiley & Sons, New York, have 
published “Broadcasting Advertis- 
ing,” by Frank A. Arnold, of the Na- 
tional Broadcasting Co. 


Daily Fosters Travel 


The Cleveland News is staging a 
series of weekly showings of travel 
film. The paper’s own auditorium is 
used, admittance being free. 


Start “Pacific Banker’ 


Pacific Banker has started as a 


E. | monthly in the Russ Bldg., San Fran- 


cisco, Cal. George P. Edwards is pub- 
lisher. 
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TIME’ REPORTS 
HOW APPLETON 
SPENDS INCOME 


Radio Situation Features Its 
1931 Study 


New York, Feb. 11.—Not one fam- 
ily in Appleton, Wis., with an in- 
come of $5,000-up replaced its radio 
with one of the same make in 1931. 

This is one of the sensational facts 
unearthed by Time, Inc., publisher 
of Time and Fortune, in its survey, 
“Markets by Incomes,” Volume I of 
which will be released Feb. 15. 


Appleton has long been considered 
a model community. Just as Roch- 
ester, with its 328,000 has been 
studied as a typical large city, Apple- 
ton’s 25,000 are regarded as a typi- 
cal community of medium size. 

Time’s comment on the radio sit- 
uation was: 

“The number of sets discarded and 
replaced since 1928 (per thousand 
families) varied from 173 in the 
under-$2,000 group to 502 in the 
$10,000-up class. But the percent- 
age of replacements by the same 
make of radio was under 20 per cent 
in every income group and under 
15 per cent in the three lowest. 


Experiment With Radio 


“Radio manufacturers have even 
greater cause for concern in the fact 
that in 1931 all radio purchases by 
families in the $5,000-up class were 
replacements and not one replaced 
the same make. The replacement 
market, therefore, is a free-for-all, 
with few manufacturers even ap- 
proaching a repeat-sales acceptance 
comparable to that of several car 
makers.” 

Time discovered that 13 radio sets 
get 55 per cent of the Appleton 
trade, though 96 different makes 
were found. 

Low priced soaps (10 cents or 
under) enjoy a virtual monopoly in 
Appleton, 11.2 of the 11.8 cakes per 
family falling into this category. 

The old fashioned straight razor 
has successfully resisted wholesale 
invasion by safety razors and the 
shaving stick still leads in the fight 
with creams. 

Many unbranded tubes of tooth- 
paste were found in the bathroom in- 
ventory. Toothbrush totals surprised, 
every family being found with three 
or four. The two-bathroom family 
numbered only 451 of 1,000 in the 
$10,000-up class. 

Car ownership was found to be 
the rule, 521 out of 1,000 families 
with an income of less than $2,000 
owning automobiles. All $10,000 
families have cars. 


Foibles of Rich 


Families in the $2,000-$3,000 in- 
come group get the most mileage, 
with 11,665 per year. The $10,000- 
up class was found to keep its cars 
longer than either of the groups im- 
mediately under it. However, this 


HOW TO PACKAGE LIQUIDS 


Pouring spout invented by Mr. Ullman to replace the old-fashioned 


class buys a new car every 2.5 years, 
nursing along one car while keeping 
another almost new. 

Ownership of electric refrigerators 
is placed at 15.5 per cent of all 
Appleton families, contrasted with a 
national average of 10 per cent. The 
$200-$300 price is the favorite ex- 
cept in the highest income brackets. 

The middle income group ($3,000- 
$5,000) spent less than half as much 
for house repairs as other groups. 

Electric irons and vacuum clean- 
ers are most popular electric ap- 
pliances, followed by others in the 
order given: electric toasters, wash- 
ing machines, electric percolators, 
electric fans, electric heaters, and 
ironing machines. 

Other commodities and interests 
covered by the survey were sailboats 
and motorboats; hunting and _ fish- 
ing; groceries, travel. 

Volume II of the survey, not yet 
completed, will cover clothing, hard- 
ware, dry goods, furniture and jew- 
elry. 


Pick Lake-Spiro-Cohn 


The B. Mifflin Hood Co., Daisy, 
Tenn., brick and tile, has appointed 
Lake-Spiro-Cohn, Inc., Memphis. Na- 
tional publications will be used. 


Cooley Resigns 


Oscar Cooley has resigned as man- 
aging editor of Advertising & Selling, 
New York, to become secretary of 
the Co-Operative League of America. 


screw top 


$s on cans. 


“Liberty” Is Making 
Good Gains in 1932 


Liberty’s publishers are congratu- 
lating themselves on a handsome 
gain in advertising for the first 
quarter of the year. 

The magazine has averaged 18 
pages per issue in 1932, compared 
with 11 before the Macfadden regime. 


Eight U. S. Products 
Get Leipzig Display 
Eight American products will be 
exhibited in a special packaging dis- 
play March 6-12 at the semi-annual 
Leipzig (Germany) Fair. Three are 
clients of Erwin, Wasey & Co. 
Among those definitely selected are 
the Cotton Picker and Blue Jay lines 
of Bauer & Black, and the new Vita- 
Fresh pack of Maxwell House Coffee. 


Hanson Retails Again 


Joseph E. Hanson has resigned as 
vice-president of the Frank Presbrey 
Co., New York, to direct sales for 
the Kresge Department Store there. 
He was formerly advertising director 
for L. Bamberger & Co., Newark. 


Busian, Farm Expert, 


Joins Chicago Agency 


G. L. Busian has joined Hurja- 
Johnson-Huwen, Chicago agency, as 
manager of the agricultural division. 

He was sales promotion manager 
of the DeLaval Cream Separator Co. 
for many years. 


SAYS CAMPAIGN 
SHOULD BEGIN 
WITH PACKAGE 


New York, Feb. 11.—‘Future ad- 
vertising is going to be built around 
package design,” Martin Ullman, 
New York commercial artist asso- 
ciated with Engineers, Inc., Boston, 
and contributing editor of Modern 
Packaging, said in an interview with 
ADVERTISING AGE. 

“Where the chief selling point is 
newness and the advertising story is 
to stress that factor, the first step 
will be to develop a package which 
makes this appeal sing out. The de- 
sign will suggest a motive for buy- 
ing and give the basis for the entire 
advertising story. 

“Nowadays most of the coffee com- 
panies are stressing freshness and 
rapid delivery in their advertising. 
But there is not the slightest hint 
of this appeal in the package. Most 
of them are the wrong shape, have 
the wrong colors and represent poor 
pattern design.” 

Mr. Ullman said the small manu- 
facturer, unable to use advertising 
as lavishly as strong competitors, is 
meeting this handicap by getting the 
best possible container with the best 
design possible. Many of them are 
gaining a considerable following in 
certain markets by this policy. 

He explained that he does not ad- 
vocate tampering with well known 
trade-marks, but aside from this, 
there is no such thing as loss of good 
will by an intelligent redesigning 
job. He cited the 1931 Camel ciga- 
rette campaign as an example of ad- 
vertising built around a redesigned 
package. 


Barton Opens Course 


Leslie M. Barton, managing direc- 
tor of Major Market Newspapers, 
Chicago, started the leeture course 
of the University of the City of To- 
ledo Feb. 8, talking on “The News- 
paper as a National Medium.” A lec- 
ture will be given every Monday to 
May 23. 


Baldwin Is Promoted 


William M. Baldwin, formerly as- 
sistant general sales manager of the 
Pierce-Arrow Motor Car Co., Buffalo, 
N. Y., has been appointed to a newly 
created position, director of adver- 
tising and sales development. He 
joined Pierce-Arrow 15 years ago as 
advertising manager. 


Dunn Forms Agency 


Harry K. Dunn has resigned as 
Atlantic District manager for Fac- 
tory and Industrial Management, a 
McGraw-Hill paper, to form the 
Harry K. Dunn Organization in the 
Graybar Building, New York. He 
will specialize in industrial market- 
ing. 


Laurence’s New Work 


F. S. Laurence has resigned as 
executive secretary of the Producers’ 
Council, New York, to join Taylor, 
Rogers & Bliss, marketing counselors 
in the building field. H. H. Sherman 
takes his old work. 


92 Orders on 
First Call in 
Mail Campaign 


Waterloo, Ont., Feb. 11.—Agents of 
the Dominion Life Assurance Com- 
pany sold $295,777 worth of business 
to 92 prospects on first calls in the 
wake of the VisuaLetter, a new type 
of mailing piece. This figure is for 
six months only, and does not in- 
clude leads developed nor business 
closed on later calls. 

The VisuaLetter is a self-opening 
direct mail piece which may be en- 
closed in an ordinary envelope. The 
first thing the prospect sees is the 
signature—in the insurance cam- 
paign, that of the president. When 
he opens the letterhead fully, the 
lower portion drops to reveal the 
back, telling the advertiser’s story in 
as much detail as desired. 

The mailing piece may be as elab- 
orate or simple as desired. Advan- 
tages claimed are economy, because 
it may be mailed third class, and ef- 
fectiveness, because the complete 
story is told on one sheet of paper. 

Patents on the new system are 
held by the National VisuaLetter 
Service, Chicago, headed by Louis E. 
Delson, well known through his for- 
mer agency connections. 


LABELS HELP 
HOSIERY SALES 


New York, Feb. 11.—Hosiery man- 
ufacturers make a mistake in failing 
to identify each pair of stockings 
not only with the brand name, but 
the color, according to Dry Goods 
Economist. This paper reported that 
Katzman’s‘ Department Store, Great 
Kills, Staten Island, N. Y., is mak- 
ing repeat sales by making it pos- 
sible for customers to re-order ho- 
siery that has proved satisfactory. 

“About seven out of ten customers 
are unable to describe the exact 
shade of hosiery they want,” Mr. 
Katzman told the Economist. “So 
now, neatly stitched in the left-hand 
stocking at the top is a tiny white 
silk label printed with the brand and 
color and name of the store. 

“The label is inconspicuous and is 
silky and dainty. Some customers 
have asked for labels in both stock- 
ings so they can easily be matched 
after being washed.” 


Offer Idea Booklet 


The Strathmore Paper Co., West 
Springfield, Mass., has issued a com- 
plimentary booklet of suggestions for 
using Strathmore Highway Cover, an 
inexpensive new cover paper adapt- 
able to flat or brilliant inks and to 
letterpress, offset, embossing or ther- 
mography. 


Start Dental Program 


Dr. S. M. Cowen, southern Cali- 
fornia dental system, has contracted 
with KTM, Los Angeles, for three 
broadcasts a week for 13 weeks. A 
— comedy program will be 
used. 


CONCENTRATED FIRE AT A BIG TARGET 


Now, more than ever before, it is vitally necessary for advertising to produce its full quota of sales. To 
do so it must be hard-hitting, accurately controlled. There can be no random shots; no hopeful volleys 
at a section, a city or a class. Your fire must be concentrated upon a single, powerful, buying market. 
Extension Magazine covers the entire Catholic institutional field and a selected group of 263,000 
families as well—a market of 22 million with an annual purchasing power of 1114 million dollars. It’s 
a profitable investment for your advertising dollar. 


EXTENSION MAGAZINE 


THE -NATIONAL - 


H. J. BLAKELEY, Advertising Director, 360 N. Michigan Ave., Chicago: 
HOWARD SCHULTZ, Eastern Representative, 45 West 45th St., N 


Cc 


ATHOLIC  - 


MONTHLY 


Phone Randolph 4080 
ew York: Phone Bryant 9-5371 


through the pages fos 


Ghrension Magazine 


Our booklet “A Lift to 
Market” tells the com- 
plete story in a brief, 
factual way. A copy is 
yours for the asking. 


MEMBER A.B.C. 
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IMPRESARIO 


¢ ny EXTRAORDINARY 


UPER showman, high priest of theatrical wizardry, entertain- 

ment stylist,—veritably an inspired genius whose vision, 

whose artistry, whose creative achievements establish him among 
the great exalted— Roxy” impresario extraordinary. 


What This Boy Did 


From cash boy to the coal fields, from book agent to the Marine 
Corps, thus ran the early career of S. L. Rothafel. To his young 
mind, yet, there came great new ideas, visions of daring projects, 
ambitious plans. He presented his first picture in a vacant store 
with borrowed undertaker's chairs. With shaky screen, crude 
projector and poor lights the first venture began. The genius 
of "Roxy" was soon to find an outlet in bigger houses where 
step by step he evolved daylight projection, the idea of 
the prologue presentation with divertissements, the 
"courtesy to patron" ideal. His ingenuity attracted 
widespread attention. Soon he was managing di- 
rector of the Strand Theater, then the largest. Later 
at the Capitol Theater he organized the famous 
"Roxy Gang" which made radio history. In 1927 
he realized the ambition of a lifetime when he 
opened the mammoth Roxy Theater—the largest 
in the world. There his creative ability found full 
play resulting in distinctive programs and a luxury 
and beauty that have caused the Roxy Theater 
to be the mecca of visitors from near and far. 
Now associated with Radio City and its unpar- 
ts alleled resources and facilities, "Roxy's" vision, 
ro originality and genius will bring forth a standard 
. = TV TT of entertainment, lavishness and splendor never 
te ROXY even dreamed of in the history of the world. 
Through the years "Roxy" carried his ambition, 
the fulfillment of which will far surpass the great- 
est dreams of his youth. 


Boys Are Like That 


With a boy's mind set on something he wants 


eM 


| a call 
ct ct 
amt Mi AC cctielld hs Mle Aa is eS icacaaly 


: | Samuel Lionel Rothafel 


Samuel Lionel Rothafel, better known 
the world over as "Roxy" was born in Still- 
water, Minnesota, in 1882. His achieve- 
- ments in the realm of showmanship have 


theater well in excess of $100,000. The 
theatrical projects at Radio City, with 
which "Roxy" is now associated, fairly 
stagger the imagination. These include a 


n- been notable at the Strand, Rialto, Rivoli 


and Capitol Theaters in New York City. 
At the Roxy, largest theater in the world, 
his genius rose to unprecedented heights, 
resulting in a weekly gross revenue for the 


huge Music Hall to seat 6,350 people, a 
cinema theater with 3,600 capacity, an 
opera house seating 4,500 people and a 
huge school that will take care of 1,000 
pupils in musical, dramatic and cinema arts. 


there is no stopping him short of the goal. Youth, 
determined, eager, gets what it wants. Sell the 
boy—the whole family is yours. What a market 
the boy market—what truly extraordinary media 
boys’ magazines! No advertiser who has not 


' himself seen with his own eyes would believe the 
a results obtainable through boys’ magazines. 


All boys’ magazines are strong media. Of these extraordinary media The OPEN 
ROAD for BOYS claims to be overwhelmingly the best, outstandingly the most powerful 
advertising medium—and it backs this claim with a positive guarantee, rebate backed. 
Only a magazine of unquestioned pulling power, with complete confidence in its worth, 
could guarantee results like this. No more guess work. The OPEN ROAD for BOYS 
Magazine is first because it guarantees to be first. Write for details. ni 


‘ER BOYS 


0 

, BOSTON CHICAGO pi roast ROCHESTER LOS ANGELES 

‘ E. A. Piller Dwight H. Early — | Raises: a _ ana Paul F. Herrick Hallett E. Cole. 
130 Newbury St. 100 N. LaSalle St. P Ps nl 823 Powers Bldg. 846 So. Broadway 
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NASH SIDESTEPS 
‘SHOWMANSHIP’; 
USE MORE SPACE 


Chisago, Feb. 11.—While the Nash 
Motor Co., Kenosha, Wis., will sub- 
stantially increase its introductory 
advertising this year, it will not fol- 
low the trend toward showmanship 
in automotive copy, it was said un- 
officially. 

It is understood the agency, Green, 
Fulton & Cunningham, and a minor- 
ity group in the Nash organization 
made a strong plea for “different” 
copy, stunts, radio mystery pro- 
grams, teaser newspaper advertising 
and private shows in large cities, but 
were talked down by the conserva, 
tive faction. 

The advertising plan as finally 
agreed upon incorporates the addi- 
tion of outdoor advertising and a 
larger number of magazines and 
newspapers. Copy will feature im- 
provements described in original, 
non-mechanical terms, with no em- 
phasis on last year’s silence theme. 


Opening Gun Feb. 28 


The first announcement will ap- 
pear in 1,400 newspapers Feb. 28, 
with size and frequency of Sunday 
space orders thereafter in accordance 
with public response. Two posters 
will go on the boards simultaneously 
the same week. 

The posters will depict one of the 
new models the width of the paper, 
and will be alike except for the color 
scheme. One is a blue car on a sil- 
ver background, the other a red car 
on a jet background. 

The spring magazine campaign, 
part in color and part in black and 
white, will begin in April issues of 
the following publications: 

American Magazine, Arts and Dec- 
oration, Collier’s, Cosmopolitan, Good 
Housekeeping, Harper’s Bazaar, 
House and Garden, House Beautiful, 
Ladies’ Home Journal, National Geo- 
graphic, The New Yorker, Red Book, 
Saturday Evening Post, Sportsman, 
Spur, Town and Country, Vanity 
Fair and Vogue. 


Sproul Offers Service 


A. E. Sproul, production manager 
of O. S. Tyson & Co., New York 
agency, has organized an advertising 
design and production service in 
New York. He has been retained by 
Tyson. 


Miss Pane Space 


Buyer for Bauerlein 


Miss Sara Pane has been appointed 
space buyer for Bauerlein, Inc., New 
Orleans agency. 

The appointment was effective 
Feb. 1. 


Albee Starts “Mummery” 


The Albee Publishing Co., New 
York, will “picture the month in 
mirth” with Mummery, a new 
monthly, in March. It will be stand- 
ard size. 


Dine Police Chief 


The Advertising Club of Spring- 
field, Mass., tendered a banquet to 
William J. Quilty, retiring police 
chief, last week. Charles H. De For- 
est was toastmaster. 


Walker Earns $99,901 


Net earnings of Walker & Co., out- 
door advertising, Detroit, amounted 
to $99,901 in 1931, after all charges. 
This is $1.11 on Class A, and 33 cents 
on Class B stock. 


Humphrey Joins Agency 

Earl E. Humphrey, formerly chief 
copy writer of the Miller Rubber Co., 
Akron, O., has been elected a mem- 
ber of Meek and Wearstler, Youngs- 
town agency. 


Thexton in New Field 


Arthur L. Thexton, formerly ac- 
count executive with the Procter & 
Collier Co., Cincinnati agency, has 
become vice-president of the Sein- 
sheimer Paper Co. 


New Policy for 
‘American Boy’; 
Other Changes 


New York, Feb. 12.—The American 
Boy has announced a reduction in 
circulation guarantee from 350,000 to 
300,000 and a reduction in line rate 
from $3.50 to $2.75. At the same 
time, it announced a guarantee 
against further rate changes without 
12 months’ notice. 


Other changes in the rate situa- 
tion: 


Popular Fiction Group, New York, 
will reduce its line rate from 50 to 
40 cents with the April issue. The 
group is comprised of Breezy Stories 
and Young’s Magazine. 

Butterick Quarterly will become 
Butterick Paris Fashions with its 
summer, 1932, issue. There will be 
no rate change, but a 632-line page 
of four 158-line columns will be 
adopted. 

The Poughkeepsie (N. Y.) Eagle 
News and Star & Enterprise are now 
being sold in combination under a 
common ownership. The former 
combined rate of 10 cents for 2,500 
lines has been cut to 9 cents flat. 
Both papers will be represented in 
the national field by Ingraham, Coo- 
ley & Coffin, Inc. 

The Fulton (Mo.) Sun-Gazette has 
increased its rate from 2%, to 3 cents 
a line. 


American Sheep Breeder, Chicago, 
has abandoned fractional page rates 
in favor of a line rate of 30 cents flat. 


RULE AGAINST 
SILVER STRAND 
AS TRADE-MARK 


Washington, D. C., Feb. 11.— 
Though the validity of the red strand 
trade-mark of A. Leschen & Sons 
Rope Company has been questioned 
in numerous court cases, that com- 
pany successfully opposed registra- 
tion of a silver strand as a trade- 
mark by the American Steel & Wire 
Company of New Jersey. 

The Court of Customs and Patent 
Appeals was unanimous in ruling 
against American Steel & Wire, but 
for different reasons. The majority 
opinion held confusion would result 
if the silver strand were registered 
as a trade-mark for wire rope. The 
minority ruled the silver strand is 
not registrable per se. 


The Leschen trade-mark was de- 
scribed as “a helical stripe of uni- 
form width and distinctive color pro- 
duced by painting one of the strands 
of the rope red.” 


The minority opinion quoted the 


United States Supreme Court as fol- 
lows: 


Question of Design 


“Whether mere color can consti- 
tute a valid trade-mark may admit 
of doubt. Doubtless it may, if it be 
impressed in a particular design, as 
a circle, square, triangle, a cross or 
a star. But the authorities do not 
go farther than this. 


“It is unnecessary to express an 
opinion whether, if the trade-mark 
had been restricted to a strand of 
rope distinctively colored, it would 
have been valid.” 

The minority also quoted the Cir- 
cuit Court of Appeals of the Eighth 
District, which, in refusing to en- 
join the use of a yellow strand rope 
by one of Leschen’s competitors, 
said: 

“A colored strand, not restricted 
to any color, is not a valid trade- 
mark.” 

Said the minority for itself: 

“If this language is to be con- 
strued as any intimation that the 
Leschen red strand mark is a valid 
trade-mark, it must be so because 
the Leschen mark is restricted to 
one color, namely, red. Hence, logi- 


cally, the applicant might legally 


NOV iS THE TIME 
TO BUY THIS PLANT, 
PRICE, DIPS 
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Five Presidents 
Now on Don Thomas’ 


Contest 


Committee 


Chicago, Feb. 12.—Three more 
members have been added to the 
distinguished committee which will 
select a definition of advertising in 
a contest sponsored by ADVERTISING 
Ace. They are Gilbert T. Hodges, 
member of the executive board of 
the New York Sun and president 
of the Advertising Federation of 
America; George W. Kleiser, Foster 
& Kleiser Co., San Francisco, presi- 
dent of the Outdoor Advertising As- 
sociation of America; and Harry 
Chandler, publisher of the Los An- 
geles Times and president of the 
American Newspaper Publishers’ As- 
sociation. 

Those who had already accepted 
membership were Lee H. Bristol, 
president of the Association of Na- 
tional Advertisers, and Paul T. Cher- 
ington, president of the American 
Marketing Society. 


There is every indication that this 
notable committee will have plenty 
of material from which to select the 
winning definition. Though the con- 
test runs to March 31, entries are 
already coming in. 

Bert Stewart, Jr., Berkeley, Cal., 
offers this: 

“Advertising: The power to pre- 
sent a message to the public per- 
suasively, thereby creating a _ de- 
mand.” 

Joseph B. Milgram, New York, 
presents: “Advertising: The process 
of giving prominence to—by means 
of publication, printing, the spoken 
word or sign display.” 

Entries should be addressed to the 
chairman of the committee, Don 
Thomas, executive secretary of the 
All-Year Club of Southern California, 
1151 S. Broadway, Los Angeles, Cal. 


claim the right to use a silver strand. 

“But we believe both reason and 
legal authority justify the view that 
neither a silver strand nor a red 
strand in a wire rope, by itself, con- 
stitutes a valid trade-mark. 

“To grant registration of one color 
combination is to grant a practical 
monopoly on all color combinations.” 


Amend Outdoor Law 


A bill has been introduced into the 
New Jersey State Legislature to re- 
peal the tax of three cents a square 
foot on outdoor advertising and sub- 
stitute license fees not exceeding 
$500 based on the number of panels 
used. 


Gould Wins Advancement 


G. J. Gould has become sales pro- 
motion manager for the Strouss- 
Hirshberg Co., department store at 
Youngstown, O., following resigna- 
tion from a similar post with Pol- 
sky’s Department Store, Akron. 


Hooper with Starch 


C. E. Hooper, former account execu- 
tive for Doremus & Co., has been ap- 
pointed director of development of 
marketing services with Daniel 
Starch, New York consultant in com- 
mercial research. 


Re-elect Miss Gardner 


Florence Gardner, executive secre- 
tary of the San Francisco Advertising 
Club, was re-elected secretary of the 
Associated Secretaries of Northern 
California at the annual meeting. 


Hoffman With Resort 


Luther B. Hoffman has been ap- 
pointed publicity director of Ocean 
City, N. J. The 1932 appropriation 
is $23,000. 


Buffalo Club Gives 
Hand to Unemployed 


An unemployment benefit perform- 
ance Feb. 9, arranged by the Greater 
Buffalo Advertising Club, netted over 
$5,000 for the city’s unemployment 
relief fund. 

Radio and stage stars appeared on 
the program without remuneration. 


Rites for Craighead 


Funeral services for Dr. Erwin 
Craighead, 80, editor emeritus of the 
Mobile Register, and famous South- 
ern journalist, were held Feb. 11 in 
Mobile. 


Marketers to Meet 


The New York chapter of the 
American Marketing Society will 
meet in the McGraw-Hill Building 
Feb. 18. A number of important 
committees will report. 


Stays with Hamilton 


Bernard Lichtenberg, who has be- 
come associate director of Amos Par- 
rish & Co., New York, will continue 
as vice-president of the Alexander 
Hamilton Institute. 


Wiers to Philadelphia 


Charles R. Wiers has left the 
Spirella Co., Niagara Falls, N. Y., to 
return to Philadelphia as vice-presi- 
dent of the DeLong Hook & Eye Co. 


Hoberg to Roche 
Hoberg Paper & Fibre Co., Green 
Bay, Wis., toilet tissue, has appointed 
the Roche Advertising Co., Chicago, 
as its agency. 


Studio Is Moving 


The Johnston-Thompson Studio, 
Detroit, will move to New Orleans. 


ALLOWS CLOCK 
TO RULE HS 
PLANT PRICES 


New York, Feb. 12.—With their 
chauffeur sitting in the car outside, 
two women waited 15 minutes to 
save a quarter on the price of a six- 
dollar plant. 

This was one of the incidents fol- 
lowing Fred E. Evans’ idea for a 
new window display for his flower 
store at 509 Lexington Avenue. De- 
ciding it would take a sledge ham- 
mer to drive home the idea of real 
value in these bargain times, Mr. 
Evans put a plant and a clock in the 
window and had the price of the 
plant change with each shift of the 
clock’s hands, as indicated by a chart 


_|of prices. 


As many as” 30. people have 
crowded up to+sthe window at one 
time to see what it was all about, 
according to Mr. Evans, and one wo- 
man living in. the neighborhood 
came in to say her housework was 
being neglected while she made re- 
peated visits to see what the hour 
offered in bargains. 

“A doctor came in and waited ten 
minutes for a price to change,” said 
Mr. Evans. “And two other men, 
a doctor and a lawyer, both wanted 
one plant and finally flipped a coin 
to see which one should get it. The 
lawyer won. 

“My whole idea is to give people 
good values. The only plants I offer 
this way are lasting ones. I take 
a loss on every plant and charge it 
to advertising.” 


Seek Baffling 
Questions on 


Window Display 


New York, Feb. 11—The Einson- 
Freeman Co., Long Island City, is 
inviting advertising men to ask per- 
plexing questions on window display, 
promising to answer them in a forth- 
coming book covering every phase 
of this medium. Questions should 
be addressed to N. J. Leigh. 

Six main divisions have been out- 
lined for the new book. Their titles 
are window displays as an advertis- 
ing medium; planning a window dis- 
play, creating a window display, 
manufacturing a window display, 
distributing a window display, mis- 
cellaneous problems. 

Some of the sub-headings are: 
Cost of circulation, checking re- 
sults, actual product in medium, du- 
ration of effectiveness, effect of dis- 
play on dealer and clerks, percent- 
age of budget required, breakdown 
of display funds, tie-up with other 
mediums, cost per display in rela- 
tion to total sum available, intervals 
between changes, open back vs. 
closed back windows, related mer- 
chandise with display, color values, 
light and motion; 

Mechanical specifications, manu- 
facturing time, instruction sheet for 
trimmers, merchandising the display 
to the trade, shipping with goods, in- 
stallation services, checking installa- 
tions, using displays after window 
showing, chain store requirements, 
trade education on displays. 


Promotion for Handley 


William Handley has been ap- 
pointed assistant business manager 
of Food Industries, New York, being 
succeeded as New York representa- 
tive by R. F. Boger. 


New G-E Product 


General Electric Co., Cleveland, 
has developed the Mazda Photoflood 
lamp for amateur motion picture 
photography and time exposures. 


Gear Account to Mogge 


Western Gear Co., Chicago, auto- 
motive service parts, has appointed 
Arthur R. Mogge, Inc., Chicago, to 
direct its account. 
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Note: — Des Moines (Polk 
County) circulation increased 
3,769 copies in past 5 years. 


Each dot, black or red, indicates 10 of 
The Des Moines Sunday Register’s 
214,459 subscribers 


The red dots show the 56,791 new 
subscribers added in past five years. 


Study this map of Iowa and you'll get some idea of the 
statewide popularity of The Sunday Register. Every dot (red 
or black) on this map represents 10 families who regularly read 
The Des Moines Sunday Register. 


In the last 5 years The Sunday Register has gained an aver- 
age of nearly 1,000 new subscribers a month—56,791 increase 
to be exact. They’re indicated by the red dots. Each red dot 
equals 10 new subscribers. The sum total of these red and black 
dots represents the more than 214,000 Iowa families who buy 
this great lowa Sunday newspaper each week. . 


A further study reveals that The Sunday Register is de- 
livered by carrier early Sunday morning in every incorporated 
town and city in all of Iowa. 


The Sunday Register offers the advertiser rotogravure, 
*color rotogravure, four colors in comic and *feature 
sections, *two colors in news sections, as well as black 
and white. 


*(Page units only) 


The Des Moines Sunday Register 


Booklet showing daily and Sunday circulation in every city, town 
and county can be had from I. A. Klein, 50 E. 42nd St., New 
York; Guy S. Osborn, Inc., 360 N. Michigan, Chicago; Jos. R. 
Scolaro, General Motors Bidg., Detroit; C. A. Cour, Globe-Demo- 
crat Bidg., St. Louis, or address The Register and Tribune, 
Des Moines, Iowa. 


12-15-31 Tho Register avd Tribune, Des Moines, lowa. 


Circulation in Larger lowa Communities 
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ALBIA 

and Monroe county........ 1329 
AMES 

and Story county.......... 5429 
ATLANTIC 

and Cass county........ ase 2013 
BOONE 

and Boone county......... 3402 
BURLINGTON 

and Des Moines county.... 1904 
CARROLL 

and Carroll county........ 2683 
CEDAR RAPIDS 

ard Linn county........... 3872 
CENTERVILLE 

and Appanoose county.... 2090 
CHARITON 

and Lucas county.......... 1640 
CHARLES CITY 

and Floyd county.......... 1720 
CHEROKEE 

and Cherokee county...... 1335 
CLINTON 

and Clinton county........ 2276 
COUNCIL BLUFFS 

and Pottawatta’e county... 1095 
CRESTON 

and Union county.......... 1883 
DAVENPORT 

and Scott county........... 4949 
DES MOINES 

and Polk county...... oe 45,183 
DUBUQUE 

and Dubuque county...... 2438 
ESTHERVILLE 

and Emmet county........ 1312 
FAIRFIELD 

and Jefferson county....... 1431 
FORT DODGE 

and Webster county........ 5060 
FORT MADISON 

and Lee county............ 2476 
GRINNELL 


and Poweshiek county.... 2207 


IOWA CITY 
and Johnson county........ 


MARSHALLTOWN 
and Marshall county....... 


MASON CITY 
and Cerro Gordo county... 


MT. PLEASANT 
and Henry county........ 


MUSCATINE 
and Muscatine county...... 


NEWTON 
and Jasper county......... 


OELWEIN 
and Fayette county........ 


OSKALOOSA 
and Mahaska county...... 


OTTUMWA 
and Wapello county....... 


PERRY > 
and Dallas county....,.... 


RED OAK 
and Montgomery county.. 


SHENANDOAH 
and Page county.......... 


SIOUX CITY 

and Woodbury county.... — 
WASHINGTON 

and Washington county... 
WATERLOO . 

and .Blackhawk county.... 5863 
WEBSTER CITY 

and Hamilton county..... 2329 
VINTON 

and Benton county 


Circulation in balance of Iowa 


(60 counties) ............ .. 66,163 


Outside of Iowa.......... 


paid circulation ..... 2 LEARQ; 
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February 13, 1932 


Re-elect Officers of 
Williams & Cunnyngham 


Officers and directors of Williams 
& Cunnyngham, Chicago, were re- 
elected Feb. 12. Guy C. Pierce, Phila- 
delphia, is chairman of the board; 
Lloyd Maxwell, president; Gerald 
Page-Wood, C. B. Engstrom and 
Franklin S. Owen, vice-presidents; 
J. V. Gilmour, secretary, and Lewis 
M. Williams, treasurer. 

Other vice-presidents are Major 
Reed G. Landis and George L. Em- 
rich. 


Report on Lumber 


The Bureau of Foreign and Do- 
mestic Commerce, Washington, D. C., 
has published “Europe as a Market 
for American Lumber.” The price 
is 10 cents. 


“Outlook” Is Monthly 


Outlook and Independent, New 
York, will become a monthly with 
the March issue, out Feb. 26. The 
monthly guarantee will be 85,000. 


LITHOGRAPHERS 


Specializing 
in WindOWand 


store display 
adverfising 


EINSON 
FREEMAN 
CO.,INC. 


NEW YORK, N. Y. 
Starr & Borden Aves. 
Long Island City 


BOSTON, MASS. 
302 Park Square Bldg. 


CHICAGO, ILL. 
Wrigley Building 


AN.A, SUPPORTS 
MERCILESS WAR 
ON DEPRESSION 


(Continued from Page 1) 


improvements to create work imme- 
diately. Thus the first objective of 
the war on depression is to put 
1,000,000 back to work by March 15, 
increasing purchasing power by an 
estimated seven billion dollars. Later 
objectives will take the form of 
drives for specific industries. 

The first gun in the. supporting 
campaign will be fired Feb. .13, when 
Henry L. Stevens, Jr., national com- 
mander of the Legion, will speak 
over the blue network of the N. B. C. 
The main salvo will be heard Feb. 
21, when Lee H. Bristol, president 
of the A. N. A. and Mr. Byoir will 
speak over networks. 

In the meanwhile, more than 100 
radio advertisers have agreed to 
donate 3¢€ seconds of their time to 
a statement of this nature: 


Help Key Program 


“Every American who now has a 
job and who would like to see em- 
ployment secured for the 6,500,000 
other Americans now unemployed, 
will want to listen to the program to 
be given over this station Sunday, 
Feb. 21.” 

Every company putting an extra 
man to work will be given a service 
star. 

About 700 newspapers will tie up 
with the campaign with front page 
boxes listing the names of those 
marching in the big parade. Over 
800 magazines and 3,200 outdoor ad- 
vertising plants will co-operate. Both 
radio chains are donating facilities, 
and the labor and foreign language 
press and feature syndicates will 
help. 

Lee H. Bristol, president of the 
A..N, A., is in charge of the cam- 
paign as general chairman. Mr, 
Bristol also heads the division of ad- 


simple. 


$1aYear . 


“Instructions to Correspondents” 


“*Get the news, but boil it down. There 
are too many words in the world anyway. 
Don’t use any more than necessary to 
describe the salient facts in any story. 


‘*Most news stories contain too many 
useless and meaningless phrases. 
Write straight to the point and 
don’t add to the troubles of advertising 
men by using words to conceal the facts.” 


USE THE COUPON 


ADVERTISING AGE, 
537 9. Dearborn St., 
Chicago. 

You may enter my subscription for one year. 
$1 (check, currency, or money order). 


Be 


. 52 Issues 


NEW WORK 


bid 


A. L. Salisbury, appointed direc- 
tor of advertising of Popular 
Mechanics, Chicago, succeeding 
William J. Kuecker, appointed 
business manager, after 24 years 

with the magazine. 


vertising, with Bernard Lichtenberg 


as associate chairman. AMther divi- 
sion heads: 

Publishers, A. C. Pearson, United 
Business Publishers; advertising 


agencies, John Benson and Clarence 
Newell, Four A’s; foreign language 
press, William Hewett; outdoor, Ker- 
win H. Fulton; labor, Matthew Woll; 
finance, J. Cheever Cowdin; news, 
Frederick E. Murphy, Minneapolis 
Tribune; weekly newspapers, L. M. 
Nichols, president National Editorial 
Assn.; radio, J. E. D. Benedict, 
Metropolitan Life Insurance Co., 
chairman for Eastern section; Kel- 
logg M. Patterson, Chicago manager, 
Cincinnati Times-Star, chairman 
Western section. 


The following advertisers will de- 
vote 30 seconds of their radio pro- 
grams to mention of the key broad- 
casts Feb. 21: 

Armour & Co., American Rolling 
Mill Co., Bayuk Cigars, Borden Co., 
Bristol-Myers Co., Colgate-Palmolive- 
Peet Co., Compana Corp., Coleman 
Lamp & Stove Co., Chesebrough Mfg. 
Co., Canada Dry Ginger Ale, Crescent 
Mfg. Co., Rex Cole, Cudahy Packing 
Co., Climalene Co., E. I. du Pont de 
Nemours & Co., D. L. & W. Cole Co., 
Frostilla Co., F. W. Fitch Co., I. J. 
Fox Furs. 


Others to Help 


Fuller Brush Co., Forhan Co., Gen- 
eral Baking Co., General Foods Corp., 
Halsey, Stuart & Co., Household 
Finance Corp., Hecker-H-O Co., Hart, 
Schaffner & Marx, Jarman Shoe Co., 
Kellogg Co., Loose-Wiles Biscuit Co., 
Larus & Bros., Lambert Pharmacal 
Co., Life Savers, Inc., Martin-Senour 
Co., Morse & Rogers, Benjamin 
Moore & Co., Metropolitan Life In- 
surance Co., Montgomery Ward & 
Co., Maltex Co., McKesson & Robbins, 
Macfadden Publications. 


New York Life Insurance Co., Na- 
tional Sugar Refining Co., National 
Broadcasting Co., Northwestern Yeast 
Co., Maltex Co., Malt Sales Co., 
Procter & Gamble Co., Quaker Oats 
Co., Richfield Oil Corp. of New York, 
Richardson & Robbins, Simmons Co., 
Sears, Roebuck & Co., S. W. Straus 
& Co., Sussman, Wormser & Co., 
Standard Oil Co. of N. J., Shell Oil 
of California, United Remedies, 
Valspar Corp. 

Westinghouse Elec. & Mfg. Co., G. 
Washington Coffee Refining Co., 
Western Clock Co., Waitt & Bond, R. 
Wallace & Sons. 


Pick Western Group 


Chicago, Feb. 12.—Kellogg M. Pat- 
terson, chairman of the Western 
radio division, has appointed the fol- 
lowing committee: 


Basil T. Church, Capper Pub’‘ica- 
tions; Victor Fabian, Colgate-Palm- 
olive-Peet Co.; Arthur Ogle, Bauer & 
Black; A. G. Ensrud, J. Walter 
Thompson Co.; Jesse Matteson, Mat- 
teson-Fogarty-Jordan Co.; <A. E. 
Bryson, Halsey, Stuart & Co.; Earl 
Hadley, Grigsby-Grunow Co.; H. K. 
Clark, New York Sun; Frank Hake- 


|} will, 


Roche Advertising Co.; Don 


MOST BEAUTIFUL 
REFRIGERATOR, 
GIBSON CLAIM 


(Picture on Page 12) 


Greenville, Mich., Feb. 12.—Beauty 
as a sales argument for electric re- 
frigerators makes its appearance 
with the debut of the Gibson Mono- 
unit in an imposing list of national 
magazines and newspapers. 


Introduced to dealers last fall as 
the newest product of the Gibson 
Electric Refrigerator Corp. the 
Monounit is now being advertised to 
consumers as the “Most Beautiful 
Refrigerator in the World.” 

A share of the Gibson appropria- 
tion is being devoted to a recently 
developed medium, “Travel Ad Pos- 
ter Advertising.” . 

The new medium is described by 
the Gibson agency, Allen W. Church, 
of Grand Rapids, who conceived it, 
as poster advertising on the sides of 
leading inter-state and _ intra-state 
freight and transfer vehicles, much 
after the fashion of the display used 
by Wrigley and Chesterfield on Rail- 
way Express. 

“There is a sparkle and verve in 
the clean, bright beauty of the Gib- 
son Electric that is symbolic of the 
present. Monounit construction has 
made possible a new conception of 
efficiency in household refrigeration; 
a new grace and perfection of opera- 
tion never before attainable. The 
Gibson is created for today . . and 
built for the future.” 

This is how the new product is 
introduced in women’s publications, 
under the headline, “An old, old fam- 
ily presents this charming new mem- 
ber.” 


Smith, Pictorial Review; Herbert 
Beck, Rodney E. Boone Organiza- 
tion; Col. R. P. Robinson, Lord & 
Thomas and Logan; John J. Finlay, 
Aubrey & Moore. 

Mr. Patterson has received accept- 
ances from F. Willis Monroe, adver- 
tising manager of the Hupp Motor 
Car Corp., as Detroit chairman, and 
Chester C. Moreland, of the Cincin- 
nati agency. 


More Donate Time 

New York, Feb. 12.—A dozen more 
radio advertisers have pledged 30 
seconds of their time to the A. N. A. 
war on depression. 

The list includes Swift & Co., 
Sherwin-Williams Co., Independent 
Grocers’ Alliance, Barbasol Co., 
Vacuum Oil Co., Hygrade Sylvania 
Corp., Austin-Nichols Co., Brown 
Shoe Co., United States Rubber Co., 
Mennen Co., Smith Brothers, A. 
Bourjois & Co., and Lehn & Fink. 


STREET SELLING | 


Chicago now permits vending machines 

on busy corners, the license costing $2 

@ year per machine. A Miles Autostack 
; is illustrated. 


Even Nature Helps 
Refrigerator Makers 


Detroit, Mich., Feb. 11.—Re- 
search by the Kelvinator Cor- 
poration indicates a shortage 
of natural ice, on which many 
small communities depend. 
Dealers in these localities will 
make special drives for elec- 
tric refrigeration business. 


Serle Account to 


Professional Agency 
Professional Advertising Inc., Chi- 
cago, has been appointed to place 
direct mail and advertising in 
medical journals for the G. D. Serle 
Company. It will also prepare the 
company’s scientific literature. 

This young agency is headed by 
Dr. L. G. Maison, with Frank S. 
Cornell and Dr. R. L. Larson as vice- 
presidents. 


Deny F. T. C. Charges 


Five manufacturers of small arms 
ammunition, charged by the Federal 


Trade Commission with having 
banded together to maintain resale 
prices and suppress competition, 


have denied the allegation. A hear- 
ing will be held in New York Feb. 
a2. 


Smith Helps Fabricators 


Wamsutta Mills, New Bedford, 
Mass., has employed Wayne Smith 
to head a department to assist shirt 
makers in selling shirts made of 
Wamsutta fabrics. Trade papers 
and direct mail will be used. 


“Chain Store Links” 


to Start in April 
Publicity Service Corp., Philadel- 
phia, will start Chain Store Links 
as a monthly for chain store em- 
ployes in April. 
A. G. Erlichman is secretary. 


Metamerphosis of Lux 

After 11 years as city editor, John 
F. Lux has been appointed business 
manager of the Joliet (Ill.) Herald- 
News, succeeding Edward Corlett, re- 
signed. 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 


Newspaper Union 


NEW YORK + 310 East 45th St. 
CHICAGO. 210 So. Desplaine St. 


and 34 other cities 
LM Ln 


BEST BY COMPARISON 


“AJA X= 
PHOTOSTAT 


COPIES 


om LET US SERVE YOU a= 


_33 W.ADAMS ST. CHICAGO \ 


Tel] hirn | Special 
in cartoons, an°, 
qne name 7. 


29 QUINCYST. 
CHICAGO, ILL. 
HARRISON 3200 
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Classified 
Advertising 


The rate for this department is 
40 cents a line; minimum, $2. 


POSITIONS WANTED 


Salesman—Marketing Man 


High type, producer, wants to rep- 
resent quality product or service of 
established merit. Traveled country 
last four years selling bankers and 
executives display advertising also 
statistical service. Thorough busi- 
ness training, with initiative and 
adaptability; hard worker. Has con- 
fidence-winning personality, can get 
hearing for presentation. Age thirty. 
Nominal salary plus commission to 
be earned. Address Box 123, ApvER- 
TISING AGE. 


Advertising and Business Manager 

I wish to make a change from my 
present position as Advertising and 
Business Manager of a large mail 
order concern since my future is 
limited by family control of the 
business. 

In the five years I have had charge 
of the advertising, I have doubled 
the volume and trebled the profits 
on an advertising appropriation in- 
crease of 100%. This season I have 
produced 80% of last season’s vol- 
ume on a 35% advertising appropri- 
ation cut. 

A Princeton man. Age 31. Box 
124, ApverTIsING AcE, N. Y. 


COPY-FITTING 


THE “30” TYPOGRAPH is the sim- 
plest copy-fitting chart ever devised. 
Tells you instantly how much copy 
to write, or what size to set to fill a 
given space. Covers 49 faces, from 
6 to 36 point. Fits in the corner of 
your desk blotter. $1.00 per copy. 
A. L. WARINGTON, 1959 E. Jeffer- 
son, Detroit, Mich. 


Collins-Kirk for Food 


The Vincennes (Ind.) Packing 
Company has appointed Collins-Kirk, 
Inc., Chicago, to direct its account. 

Newspaper test campaigns will be 
run on tomato juice and other prod- 
ucts not advertised heretofore. 


Printers Reject Cut 


The New York Typographical 
Union has rejected a proposal of the 
Printers’ League for a 20 per cent 
wage reduction, terming it “prepos- 
terous.” 


Represent Daily Group 

Frost, Landis & Kohn have been 
appointed national representatives 
by Oklahoma Newspapers, Inc., a 
group of seven dailies, and by the 
Winchester (Va.) Evening Star. 


New Member of 4 A’s 


Bowman, Deute, Cummings, Inc., 
Los Angeles, has been elected to 
membership in the American Asso- 
ciation of Advertising Agencies. 


Markwell Leaves Cornell 


Norman M. Markwell has resigned 
as vice-president and a director of 
the Paul Cornell Co., New York 
agency. 


Made District Manager 

H. C. Bear has been appointed 
southeastern advertising manager of 
the B. F. Goodrich Rubber Co., with 
headquarters in Atlanta. He will 
direct advertising in 11 States. 


Gives Free Space 
The Vincennes (Ind.) Times is 
conducting a free “To Trade” classi- 
fied column once a week. 


Kotler Starts Agency 


Irving Kotler has started the K. 
Advertising Company at Providence, 
. & 


TYROLEAN INFLUENCE TRACED BY WINDOW DISPLAY 


Chandler & Co., Boston, are showing this feminine headgear in a display indicating how style runs in 
cycles. Other windows show the origin of styles smart women affect today, indicating that 1932 hats 
are not as modern as their wearers believe. 


Coming 
Conventions 


Feb. 16-17. Annual meeting Inland 
Daily Press Association in Chicago. 

April 11-15. Manufacturers Mer- 
chandise Advertising Association in 
Chicago. 

April 14-15. Fifteenth annual meet- 
ing American Association of Adver- 
tising Agencies in Washington, D. C. 

April 27-29. Annual meeting Amer- 
ican Newspaper Publishers’ Associa- 
tion in New York. 

May 46. Annual convention Na- 
tional Foreign Trade Association in 
Hawaii. 

May 4-9. Advertising Achievement 
Week on Pacific Coast. 

May 13-14. Annual meeting of Ad- 
vertising Affiliation in Cleveland. 

May 16-18. Annual meeting Na- 
tional Industrial Advertisers’ Associa- 
tion in Cleveland. 


Appel Is Back 


After a brief interlude with Stern 
Brothers, John W. Appel, Jr., has 
returned to Wanamaker’s, New York, 
as general merchandise manager. 


MASONITE USES 
UNEMPLOYED 10 
CASH INQUIRIES 


St. Louis, Feb. 11.—The depression 
has made it possible for the Mason- 
ite Corporation, Chicago, to build the 
strongest dealer sales organization 
in its history, R. G. Wallace, its sales 
and advertising director, told the 
Sales Managers’ Bureau of the St. 
Louis Chamber of Commerce Feb. 5. 

This was done by inducing fhou- 

sands of carpenters and other unem- 
ployed mechanics to serve as part 
time men for the company’s 5,400 
dealers. These technical men form 
an important link in the merchan- 
dising chain, since the line has been 
expanded to include sound deaden- 
ing, acoustical treatment and floor 
cushioning. 
With the addition of these experts, 
the company’s field force, numbering 
56,000, has been welded into a new 
organization, the Masonite Minute 
Men of ’32—meaning a sale a min- 
ute. 


Following Inquiries 


A direct mail educational cam- 
paign describing uses of Masonite 
products and methods of installation 
or construction has been easily 
grasped by the technical men and 
has been a factor in helping dealers 
cash in on the thousands of inquiries 
developed from the general advertis- 
ing and referred to dealers in every 
instance. 

The agency in charge is Williams 
& Cunnyngham, Chicago, using 
American Magazine, Nation’s Busi- 
ness, Saturday Evening Post, Scien- 
tific American and Time in the gen- 
eral field; Poultry Tribune and 
American Poultry Journal in the 
farm field; Engineering News-Record 
and Concrete in the business field. 
The company’s dealers are stocked 
through 600 key lumber retailers, who 
receive a small commission for their 
services. No jobbers are used. 


Scholle, Winsor Join 
Outdoor Advertising 

R. M. Scholle, formerly with 
Thomas Cusack, has joined the New 
York office of Outdoor Advertising 
Inc. 

Fred E. Winsor is an addition to 
the St. Louis office. He is a former 
secretary of the Advertising Club of 
St. Louis. 


C. E. Bachman Dead 
Charles E. Bachman, Jr., secretary 
of the Ad-Service Printing Co., Phila- 
delphia, died Feb. 6 after a brief 


illness. He was 59 years old. 


Coming» » 


Domestic 


ir Conditioning 


A New Publication 
for a New Industry 


Engineering Publications, Inc., announce a 
new publication, DOMESTIC AIR CONDI- 
TIONING, a paper which will give its 
undivided attention to all phases of the 
new industry for which it is named. 


This industry, represented by the manufac- 
turers of numerous devices used ‘singly or 
as part of a complete system of air con- 
ditioning, is ready for presentation to the 
domestic size consumer market. 


This industry is waiting for the marshalling 
into a single market unit of all the mer- 
chandising and engineering factors which 
will have a hand in presenting this equip- 
ment to this market. 


DOMESTIC AIR CONDITIONING is com- 
pleting the work of grouping the industry's 
retail structure into an economically sale- 
able whole. 


DOMESTIC AIR CONDITIONING in each 
of its monthly issues will do the work of 
leading these manufacturers to their retail 
outlets and supplying those retail outlets 
with the merchandising and engineering in- 
formation that will simplify their selling. 


The new publication is a unit of Engineer- 
ing Publications, Inc., publishers of DO- 
MESTIC ENGINEERING and HEATING, 
PIPING and AIR CONDITIONING.| 


ENGINEERING PUBLICATIONS, INC. 


1900 Prairie Ave. 


Chicago, Ill. 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


THE BIRTH OF A TRADE-MARK GETTING HUMAN INTEREST INTO A WINDOW DISPLAY 


- of a . f 7. sha inede 
eatin wa : ’ . — tisk es 
dP D 62 J 
Se a 
BABY SOUPS 
STRAINED VEGETABLES 
AND FRUITS 


The photograph from which the trade-mark of the Piston Ring 

Company, Muskegon, Mich., was developed is being displayed at 

the Detroit exhibition of advertising photography. It was made 
by Gerald E. Weir, Detroit, for Grace & Holliday. 


GROW OLD TOGETHER 


(Right) How Clark Grave Vault tag is taking the sting out of 
its copy. (Story on Page 5.) 


SHADOW COPY POPULARIZES LAVA SOAP 


LAVA SHADOW PICTURES 


WELL, JOHNNY 01D YOu LiKE THAT). 
LAVA SHADOWGRAPH BooK my 


GUESS YOU CANT TEASE ME ABOUT HALF- ») 
CLEAN BRANDS ANY MORE! I DIDN'T KNOW, 


d Family Presents 
arming New Member 


THAT WOULD CUT 
THE GREASE 
And DIRT 

IKE LAVAS 


JOUNNY'S 


GIBSON 


MonouUnil 


= — Beall 


3 REFRIGERATOR IN 


sanettnieteen! — “imta e O 


NOTICE HOW EASY 
/ iITIS ON THE SKIN? | | 
, GETS ALL THE DIRT OFF JOHNNY'S 
‘(CHAPPED HANDS AND KNEES ,AND 
ACTOALLN PROTECTS THE SKIN: 


~  Traver Smith, newly-elected vice- 

This unusual copy slant is taken by the Procter & Gamble Company __ president of Standard Brands, Inc. 

in a campaign in the farm field. The agency is the Blackman Co. He has been in charge of Chase & 

Tests in ra Home and Farm Journal yielded 15,000 requests for © Sanborn's coffee and tea since 

the Lava Shadow Picture Book for children. The campaign is running 1929. He is a Yale man and 

in those papers, Capper's Farmer, Country Gentleman, Farmer's played quarterback on the 1916 
ife, Successful Farming and Kellogg group of railroad magazines. team. 


THE werip/ 


(Story on Page 10) 
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